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THE K ADVERTISING 


Everything in WOMAN is successful every 
week. When WOMAN offers a pattern or 
transfer hundreds of thousands know from 
experience that it will be well worth the 
trouble of writing for. And they do. This 
unprecedented trust and confidence in 
editorial, combined with Britain's Biggest 
All-Feminine Market, accounts for a selling 
power which is unrivalled in Britain today. 


~ Over 2,000,000 net sales a week 
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Only Four ? 


would be unfortunate 
to allow R.P.G. of any other art 
student to believe that the Adve: 
tusing Creative Circle's mterest 
limited to only four of their grea 
number. As a fact, the four h 
has in mind, with four from other 
schools and universities, are 
tended to be very special cases 
indeed. They will be the success 
ful competitors in the first year 
of the proposed A.C.C, Hulton 
Scholarship Scheme-— a 
graduate vocational training ex 
periment which should come to 
be regarded by advertisement 
designers as is the “Prix ck 
Rome” by their academic co 
leagues (incidentally there are only 
four of these awards). But R.P.G 
and his fellow students should 
know that the Circle is constantly 
engaged on their behalf in many 
other ways 


Art directors from the Circ! 
have for two or three years given 
talks to students on practical 
aspects of their work, and the 
principals of schools of art can 
apply at any time for lectures fo 
this purpose 


For three years also, a holida 
training scheme has been organ 
ised and run by the Circle which 
gives students opportunities & 
work for periods from one Week 
to one month under the direct 
of art directors in advertising 
szencies during the summer vac 
hhons 


Forty-three students were a: 
commodated in London advert 
ing agencies this year Alths 
it is not the immediate pu 
of the scheme, some of these d 
not return to their schools ha 
found themselves permanent 
in their allotted agencies 


A booklet written by the ¢ 
1s a guide to art students to 
them to relate their 
ing to the practical needs of 
s now in the course 
this will, it 


school tra 
vertising 
production and 


hoped, have wide distribution 
throughout art schools 

These are a few of the activitues 
ot the Circle which are designed 
to help many more than “Only 
Four.” 

PHILLIP BOYDEL 
(Chairman, A.C.C, Hulton 
Scholarship Scheme Sub 

Committee) 


valuable leading 
irticle last week rightly stated 
that “it is not too early to study 


the implications of what jis noth 
ing short of a pending revolution 
1 retailing, and therefore in ad 
vertising, practice”—namely self 
service trading 

In case the necessary brevity 
of your references to certain 
ispects should lead to misconcep- 
tions, perhaps you will permit me 
to make the following points 

|. Because of increased sales, 
traders normally re 
tain the services of all their assis 
Thus, someone is always 


self-service 


nts 


available to help (or 
with) customers who 
whereas formerly an 
efforts to chat as well as serve 
tended to eXasperate other cus- 
tomers who knew exactly what 
they wanted but had to wait in a 
queue to get it 

2. Advertising by manufacturers 
is not enough. With the advent 
of self-service trading, it is more 
than ever necessary to win the 
active co-operation of the modern 
retailer and his assistants, because 
it us they who decide which brand 
shall be given the most prominent 
display (which in itself consti 
tutes a specific recommendation 
to the shopper, indicating that the 
favoured brand is the one most 
likely to be of interest, although 
others are also stocked) 

3. One of the ways of enlisting 
retailers’ support is to Make sure 
that the pack meets the specialised 
needs of self-service traders to the 
fullest possible extent—it is 
largely with a view to ascertaining 
and studying these special needs 
that many leading manufacturers 


converse 
wish it. 
assistants 


POINTS FROM OTHER LETTERS 


“WORTH A PLACE’ 
We are surprised that no com 
em has been made in your 
Poster Gallery” of one of the 
ost colourful posters of recent 
nes. Surely the 32-sheet Tetley’s 


Hunt” design is well worth a 
place and is, 1 hope, a fore 
inner of many such designs 


specially in view of 1951 being 
Britain's Festive year.-F, Harri- 
son, Manager, Accrington & 
District Billposting Co., Ltd 


COULD USE FILM 
Under *To-morrow’'s 
is stated that a representative 
who wishes to spend £50,000 « 
idvertising a food product has 
told by his advertising 
that this is impossible 
Even if it ws not 
sin. £50,000-worth of 
Press, he can 
reach many millions at compara 
tive rates by using, for instance 

cinema. Daniel F. Warnock, 
director of national sales, Younger 
Budget Films 


Topics 


poss dle to 
space 


certainiy 


KEEP OUT SPECTRE 

I heartily endorse the 
from Mr. Wooller 
23). If we allow the spectre of 
competition to cr imo our 
profession we shall very soon be 
m a very sad state —J. Lucifer 
Sneath. 
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WHAT PERCENTAGE? 


What is the percentage of radio 
set owners in this country who 
can Radiw Luxembourg 
with any degree of clarity? 1 feel 
sure it must be rather low 
Len Huxford, Canterbury 


receive 


*THE LUCKY HALF’ 
How lucky are those 50 per 
cent whose letters have been con 
signed to the W.P.B. by your 
correspondent Mr Alan G 
Nicholls—a self-confessed stamp 
purloiner My dictionary 
describes purloin as “to carry 
away by theft—-steal!” Qui 
sexcuse s'accuse.—O. D. Harris. 
London, N.W2 
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RING BRIXTON 7871 (4 LINES) 


are applying for membership of 
our organisation, and of course 
they are as welcome as actual 
operators 
RONALD SMALI 
Secretary, Self-Service 


Development Association 


Chronicle House, 
Fleet St E.C.4 
Only This! 
Sin] have often made the 


pornt that there exists among cer 
tain of our more popular news 
papers an ignorance of advertising 


or an unwillingness to give it 
proper recognition as an impor- 
tant business 

A striking proof of this has 


recently been provided by the 
Daily Express The late Sir 
Willam Crawford probably did 
more for advertising than any 


other man of his time, yet the best 
thing that our daily, with one of 
the largest net print 
about him, is that he originated 
the Golden Greetings Telegram! 
Cc. D. NOTLEY, 
Cecil D. Notley 
Advertising Ltd., W.1 


saies, can 


Poaching 
Sir, “What s mince must 
remain mine” would seem to be 


the theme of Mr 
November 23). He implies it ts 
unethical that when a new adver 
tiser appears in the nationals for 
advertising write the 
firm offering Why 

unethical? 
Is it wrong for other 
ing agents to make 
who are 


Wooller’s letter 


igents to 
their services 
advertis 
approaches 
handling the 
ire on top I 
should not mind, of 
writes to their chent. Com 
petition for the business is surely 
not ruled out and in fact 
keep such an agency on its toes 
H. EWING 
325 Eccles New Road 
Salford § 


*rtising 


t does 


LITHO 
SILK SCREEN 
LETTERPRESS 


A friend indos 


d in time of need! 


THEN IT IS YOUR PRINTER... 


HAMPDEN PRESS LTD 


Telephone 
MUS. 0124-5 


107 SOUTHAMPTON ROW, LONDON, W.C.|! 
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iw week Home Chat is bought 

by 325,000 women—and read by many 

more! Housewives and mothers rely 

on its friendly and authoritative articles 

on all subjects dear to the hearts of women 
—articles on Beauty, Fashion, Cookery and 
Child Welfare. And for their leisure there is 
fiction by first class authors. If your product 


appeals to this valuable market there can be 


HOME GHAT 


SALES EXCEED 


no finer medium than Home Chat. But space 
is selling fast in the 1951 issues and you should 


reserve yours without delay. 


an pustication 
@ THREEPENCE WEEKLY 
PAGE RATE 


CHAS. E. MANDER, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., LONDON, E.C4 
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| over 1.750.000 women do th 


Ow of your requ 


52 times a year - one of the reaso 
hy you should make certai 
why you should make certai im 
irement 
for (951 in WOMANS OW) 
Stuart Mander, Advertisement Director Newnes Lid. Tower House, Soutl 436 
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be sure to 
schedule The 
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You are sure 
of being SEEN 


The 


C.0.1. Spending Less On Press. 


Posters, Exhibitions 
PUBLICITY POLICY IS RE-SHAPED: 


STRESS ON 


RECRUITING 


APPEALS 


With expenditure steadily declining, the Central Office of 
Information is re-shaping its publicity policy —and there will be 


considerably less advertising. 


These are the marked media changes: 


Already severely reduced, 
Press advertising will be further 
diminished, with the exception 
of appeals for recruits for the 
Services; 
There will be less poster 
advertising; 
Reduction of the number 
of big exhibitions and the 
substitution of small, touring 
displays ; 
Further heavy cuts in film- 
making; 
Increased production of 
booklets and leaflets 
The annual report of the C.O.1., 
published yesterday (Wednesday) 
gives these spending figures 
gross expenditure fell from 
£3,937,000 in 1948 - 49 to 
£3.214,000 in 1949-50, while the 
gross estimate for the current year 
£3,038,000, a reduction of 
almost 25 per cent in two years 

A further decrease is expected 
for the year 195]-S2 

The policy in relation to exhi 
bitions means the virtual dis 
appearance of the big static exhi 
bition costing anything between 
£25,000 and £45,000. The travel 
ling exhibition, developed as 4 
replacement, will probably be 


come a permanent feature of 
C.O.L. activity Stands at other 
people’s exhibitions will also 


continue to be used 

The general shift of emphasis 
of the work of the Government's 
nformation policy is towards 
Press relations. It is hoped that 
ts efficient application § will 
secure publicity at considerably 
less cost. Much of this work will 
be departmenta! 
This is how some of the money 


was spent during 1949-50 
At Home: Press advertising, 
£653,792; posters, £399,348; films 


£345,130 (production), £229,330 
(distribution); exhibitions 
£211,971, social surveys, £111,011 

Overseas: Press advertising 
£51,500; films, £197,644 (produc 
tion), £258,726 (distribution) 
Press services, £216,228; ‘book 
distribution, £99,555 

Written in essay form, and 
illustrated with stills from films, 
the report emphasises the success 
of some of the outstanding publi 
city campaigns at home 

A drive for recruits to the cot 
ton and wool industries attracted 
15,000 more workers; the diph 
theria immunisation campaign 
had continued success with fatal 
cases down to 8§ (1,827 in 1942), 
appeals for nurses helped to lift 
the rate of recruitment $0 per 
cent 

Not so successful were the 
campaigns to increase recruits for 
the Services and the mines 


£30,000 Publicity 
Saves £2 Millions 


Most successful campaign 
run by the Central Office of 
Information since the war 
has been that appealing to 
parents to have their chil- 

against 


in 1941, 
diphtheria have fallen from 
55,000 to 5,000 a year, and 
the National Health Service 
has been saved £2 millions 
a year. 

About half the mothers 
who had children under five 
immunised said they had 
done so as a result of pub- 
licity. 

Press and poster advertis- 
ing for this campaign cost 
£30,000 in 1949-50. 


Advertisers’ Day 
Planned For 
1951 Conference 


An advertisers day is to be 
organised for next year’s Inter 


national Advertising Conference 
by the Incorporated Society of 
British Advertisers. Discussions 


afe now going on between the 
Society and the Advertising Asso 
clation 


LATE NEWS 


‘SOUTH BANK 
GUIDE’ RATE 
SENSATION 


Agencies have received a com- 
munication from the Festival of 
Britain offices enclosing a copy of 
a letter sent to their clients who 
have taken space in the “South 
Rank Guide.” The letter states 
that since Adprint were instructed 
to sell 64 pages of advertisements 
in the Guide at £750 a page, for 
a print order of two million 
copies, it has transpired that this 
would fall far below the actual 
cost of production per advertive- 
ment page. 

According to the latest esti- 
mates the Festival office must 
charge not less than £1,500 per 
page to cover costs, 

Advertisers are asked to agree 
to the price of £750 being re- 
garded as covering a run of one 
million instead of the two million. 
If they are willing to do so they 
would be offered a renewal of the 
advertisement in the second mil- 
lion run at a further price of 
£750. If they do not wish to 
advertise in the second million 
they are asked to agree to space 
being offered elsewhere. 

it is stated that in fairness to 
Adprint full responsibility is 
accepted by the Festival office. 
Advertisers are urged to reply by 
December 4. 

it is understood that agents are 
taking strong exception to the 
proposal. Some say they have 
already committed themselves to 
block-making charges. 


You want COLOUR? 


SUPERBLY PRODUCED AND ECONOMICAL IN COST? 
Just you see the FULL COLOUR inthe Nov. & Dec. issues 


SCHEDULE BRITANNIA ano EVE FOR 1951 


Due to paper and production problems, as 
much notice as possible—if your please 


7. E. POULTON, Advertisement Manager, Commonwealth House, 
HOL 


New Oxford Street, London, W.C.1. 
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Ad. Assn. Considers A New Plan To 


Advertise Advertising 


STATISTICS INQUIRY MAY CEASE NEXT 
YEAR ‘FOR FINANCIAL REASONS 


A plan to advertise adver 
tising “‘which should not require 
special financial contribution 
has been under consideration 
states the annual report of the 
Advertising Association 

The report adds that on th 
advice of the financial commitice 
the Council did not provide 
special finance for the public 
relations plan referred to last 
year. 

The Publicity Committee had 
been engaged on producing 
another plan. “While the pri 
ciple of the plan, based upon co 
tributions in kind from membe 
and others, had been approved 
it was felt by Council that pre 
dence should be given to the 
appeal and preliminary work for 
the 1951 Conference 

The plan remains ready 
embryo for development 
operation as soon as the tin 
is considered appropriat: 

The financial report showed an 
excess of expenditure over incom 
for 1949/50 of £1,998 £1.900 
had been taken from reserves 
which have fallen from £6,913 
in 1939 to £3,000 on August | 
this year. 

The report continues In the 
belief that the new subseriptio 
scale will be accepted by mer 
bers in the light of the Associa 
tion’s work on behalf of advert 
ing, it is anticipated that the year 
1950/51 should provide a suff 
cient sum to restore a desirab! 
measure of stabilisation to the 
financial position of the Associa 
tion.” 

New subscriptions came int 
force on August 1 

The Research and Statistics 
Committee, appointed last year 
to find out year by year total «1 


£30,000 For 
Conference 

Voluntary subscriptions 
promised for next year's In- 
ternational Advertising Con- 
ference had passed £20,000 
by Jaly 31. As the annual 
report of the Advertising 
Association went to press, 
the figure was over £10,000, 
and subscriptions were still 
coming in. 

Latest Conference news is 
that there will be a Govern- 
ment reception for delegates 
on Monday evening, July 9. 

The Conference will open 
with a reception on Saturday, 
July 7, begin business on the 
Monday morning, and con- 
tinve until mid-day, Friday. 
July 13. Wednesday, July 1! 
will be Clubs Day. 


penditure on advertising in Great 


Britain and Northern Ireland. and 
its division between advertising 
nedia and commodities, may not 
be able, for financial reasons, to 


continue its inquiry in 195]. First 
stumates for 1948 have been 
nade These will be completed 

d a report will be published 
irly mext year 


The report which will result 


from the present inquiry,” says 
the Committee will show the 
total expenditure on advertising 
in 1948and how this was divided 
between the various advertising 
media. It is hoped to give fairly 
detailed information about the 


expenditure on cach medium, 


showing for example how 
much was spent on Press 
space outdoor advertising 


space, et and how much on 


art and production costs for 
Press advertising, poster adver- 
tising and so or This will 
make @ great advance in our 
Knowledge of th advertising 


industry 


Sir Miles Thomas Is Again 
Elected President 


Sir Miles Thomas is again 
president of the Advertising 
Association This was unani 


nously decided at a meeting of 
the new 
council, fol 
lowing =_ the 
Association's 
annual meet 
ng yesterday 
(W ednes 
day) 

The coun 
cu also re 
elected Lord 
Mackintosh 


as president 


of the Inte 
nat nal 
Advertising 
Sir Miles Thomas Conference 
Mr. Norman 
Moore. hon. treasurer of the 


Association. Mr. W. W. J. Studd 
was clected hon. secretary 
At the annual meeting, the 


owing were re-elected to the 


Messrs. J. H. Brebner, chief 
public relations and publicity 
flice British Transport Com 
ssion; Leon Goodman ina 
ng directo Leor Goodman 


Printers Association, B ” 
Hooper manaying directo 

Industrial Newspapers Lid 
Ralpt Judson idvertisement 
director, B.B.C.; G. K. Le Fevre 
dvertisement manager Dai 

Mirror H \ W Oughton 
nanaging director Ww S 
Crawtord Ltd John Pearce 
zenecral manager, Hulton Press 


Lid., G. R. Pope, assistant nm 


ger The Times W Ewart 
Rumble chairman Rumble 
Crowther & Nicholas Ltd and 
Ww ( Thiele idvertising 
nanag Yardley & ¢ Ltd 
I following nev council 
ers WE clected N.H 
Ciardne chairman of directors 
\ r H & Co. Lid... repre 
the Loudon Post 
Ad Association Col 
Hooper, director P 


Crriff & Sons Ltd., repr t 
British Federation of Master 


Printers, A Everett Jones 
managing director Everetts 
Advertising Litd.; G. S. Royds, 


managing director, G. S. Royds 
Ltd.; Basil Sheldon director, 
Sheldons Litd., representing the 
British Poster Advertising Asso 
ciation; and Col. Ge 
managing director 
Warden Ltd 

Mr. Norman Moore 
sided, said nearly all members 
who had been asked pay the 
higher rate of subscription had 
done so very willi 


rge Warden 
Armstrong 


who pre 


Salford Council May 
Recant 


When Salford City Council 
meets next Wednesday the com- 
mittee set up to formulate policy 
on Corporation advertising will 
recommend that the ban on ad- 
vertising in the Salford 
Reporter shall be scinded 

The committee’s decision was 
unanimous, after 
had walked out 


members 


This development follows pro 


tests by the Newspaper Society 
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Mail Order Ad. 
Offered Rayon 
As Linen 
A mail order advertisement 
offering for sale “heavy linen 
dresses” could not have been 
more maccurate if the advertisers 
had tried to make it so, said Mr 
Desmond Fitzgerald, prosecuting 
at Thames Magistrates Court on 

Tuesday. 

Sadie Becker and Hilda 
Schneider, trading as Millicent 
Sules Co., 75 The Highway, E.! 
pleaded guilty to summonses 
brought by the Retail Trading 
Standards Association Inc., for 
applying a false trade description 
to goods advertised in the Daily 
Telegraph, July 1, and selling as 
linen a dress made of rayon 

They were fined £5 each with 
£10 10s. costs 

The advertisement offered a 
“beautiful dress in heavy linen 
from manufacturer to wearer.” 
A representative of the assocta- 
tion who answered the ad 
received a utility dress made of 
spun rayon 

Mr. E. West Brook. defending, 
said he understood the material 
in question was known to the 
trade as linen The defendants 
had offered the dresses in good 
faith 


International Poster 

Exhibition 

Two hundred and fifty posters 

from most parts of the world 
will be shown at the open air 
International Poster Exhibition, 
being arranged by the Society of 
Industrial Artists and the Council 
of Industrial Design, at Victoria 
Embankment Gardens, next June 
and July 


Judges will be Paul Reilly, 


Council! of Industrial Design, 
R. R. Tomlinson, L.C.C. Central 
Schoo! of Arts and Crafts, 


F. H. K. Henrion, Adprint Ltd., 
Ashley Havinden, W. S. ¢ rawford 
Ltd.. and Abram Games, Society 
of Industria] Artists 


Gloucestershire Special Area: 
Agreement Reached 


Agreement betwec the Out 
door Advertising Industry Advi 
sory Committee a Gloucester- 
shire County ( < on 


an 
order designating irea of 
special control 300,000 acres In 
the Cotswolds and the Wye 


Valley was ann 
Ministry of Town 
Planning inquiry 
on Tuesday 

Mr. D. G. Roger 
to the County Co said that 
in some areas there business 
and industrial I Nnises and 
advertisement h 


need at a 
nd Country 
Gloucester 


leputy clerk 


Oa 


would not necessa 
mental to the scenery “We 
appreciate and welcome the co 


operation we have had in dis 
cussing points with the trade 
representatives,” he said 

Mr H H Mallatratt, secre 
tary to the Advisory Committee 
said We were struck by the 
genuine desire of the County 
Council to keep to rural areas 
We appreciate the very high 
merit value of the Cotswolds 
Advertisers are not such villains 
as to want to spoil them The 
Cotswolds and the surrounding 
areas are of the type where 
special control was needed 

“We are very glad to know 
that the Minister has welcomed 
advice on behalf of my com- 
mittee, and we hope co-operation 
will be considerably extended.” 
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B.T.C. 


Travel 


1950 


BREBNER, ABRAMS, 


Stands By London 


Survey 
ANSWER CRITICISMS 


FROM EVENING NEWSPAPERS 
British Transport Commission's advertisement department is 
standing by the figures given in its advertising survey, London's 


Travelling Public. 


Criticism from newspaper advertisement departments of 


the survey's estimate that 
36 per cent of London Trans- 
port users do not see an 
evening paper either while 
travelling or at home was 
answered at a Press conference 
held by Mr. J. H. Brebner, 
B.T.C.s’ chief publicity and 
public relations officer on Mon- 
day 
Dr. Mark Abrams, managing 
director Research Services 
Lid., who collaborated in, the 
survey, said that the L1L.P.aA 
survey of 1947 and the Hulton 
survey of 1949 both gave much 
the same estimate jor the pro 
portion of all people (not 
merely regular London Trans 
port users) who do not see an 
evening paper 
It must be remembered, said 
Dr. Abrams, that the people who 
did read them, read on an average 
more than one copy each—about 
14 copies 
Mr. Brebner denied that the 
survey in any way altempted to 
knock" newspapers. On the 
contrary, it stressed that: “Few 
advertisers can afford to ignore 
the undoubted power of Press 
advertising. It is the foundation 
of so many worthwhile cam 
paigns. London Transport itself 
makes the fullest use of London 
evening papers for its announce 
ments.” All that it was concerned 
to show, he said, was that in order 
to obtain complete coverage Lon- 


BRITISH WAR LEADERS 
CARDS FOR COLLECTING 


LINGFORDS 


CUSTARD CARDS 
Tec 


on 


Joseph Lineford & Son Ltd 
custard 


ntroducing picture 


haking and 


powders, are 


cards similar lo pre-war 
cigarette ards in their packs 
They start with a series of “War 
Leaders’ printed in colour by 
Fields of Bradford. Agents 


Stowe & Bowden Ltd 


don Transport sites must also be 
used 


Answering a criticism that the 


survey was a “waste of public 
money,” Mr. Brebner said that 
for a long while past, advertisers 


and agents had been asking for 
combined information about the 
value of London Transport sites 
Far from being a waste of moncy 


the survey was a well worth 
while instrument 

Mr. Brebner read many ex 
cerpts from letters, welcoming 


the. survey and praising the 
quality of its production, from 
large number of leading agencics 
and also from national adver 
tisers They were, he said, an 
encouragement to go ahead with 
advertisement surveys in other 
parts of the country 
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1.1.P.A. Discussion 
Group Extended 


Meetings of the LLP.A. Dis- 
cussion Group, hitherto restricted 
to members under 40, have been 
opened to members and associates 
of all ages. 

The next meeting will be held 
at 44 Belgrave Square, S.W.1, on 
December § at 6.30 p.m Mr 
Brian | MacCabe, managing 
director, Foote, Cone & Belding 
Ltd, will preside over a discussion 
on the functions of the Institute 
led by Mr. R. M. Carpenter, 
Foote, Cone & Belding Ltd., and 
Mr. H. F. Overy, Willings Press 
Services Lid 


Work For 60,000 In 
Yorkshire 
Since the end of the war nearly 
S00 major industrial building 
schemes have been approved in 
the North-East of England, and 
when completed they will provide 
work for 60,000 
There are plans for further 
development costing £400 millions 
to £500 millions over the next 
35-40 years 
The potentialities of this grow 
ing market are examined in 
special ADVERTISER'S WEEKLY 
survey of Yorkshire andthe 
North to be published next week 


\OVERTISER’S 


Some ‘Fallacies’ Of 
Market Research 


Mr. | 


R. England, managing 
directo 


Mass Observation 


i lo a ss the Lancashire sec- 
ion, | rporated Society of 
British Advertisers to-day (Thurs 
day) at Manchester on “Some 
fallacies shout market research.” 


LS.B.A. NEW MEMBERS 
New 


rembers of the Incorpor 
ated Soc 


ty of British Advertisers 


include: Mayfair Diaries (Lon 
don) Lid Associated British 
Engines (Faport) Lad: ¢ happie 
Lid... W. T. Glover & Co Lid.; 
Hercules Powder Co., 


lees, Bickerton & Day Lid 


‘EAGLE’ RATES UP 

Advertisement rates for 
“Eagle” are to be increased 
um January |, from £380 to 
£500 for a full page black 
and white, and from £600 to 
£750 for a page in four 
colours 

The rates are based on a 


guaranteed § circulation § of 
750,000. 
Agency commission re- 


mains at 15 per cent. 


Commons Debate Paper, Board: Govt. To Authorise 
Dollars For Long-Term Newsprint Contracts 


During the House of Com- 
mons debate last Friday, when 
it was stated that the Govern- 
ment will authorise dollar ex 
penditure to purchase an 


additional 400,000 tons of 
Canadian newsprint between 
now and the end of 1953, 


there were many references to 
the shortage in board and 
packaging paper. Mr. Harold 
Wilson, President of the Board 
of Trade, announced the launch- 
ing of a new waste paper salvage 
drive. 

“I expect to have within the 
next week a detailed scheme from 
the Waste Paper Recovery Ass 
ciation,” he said 

4 warning that the Hous 
should not be too optimist 
about the new approach to 

Canada was sounded by Mr 

F. P. Bishop; general manager 

Newsprint Supply Campany 

and chairman New sprint 

Rationing Committee 

The loss of 

Canada something muci 

House rea 
Moreover the 

requirement 


mfhiidence in 


greater than the 
lises he said 

Canadians had 
contracts” with the American 
publishers, which meant that 
they had undertaken to suppty 


all the 4merican publisher 

needs 

A motion—which was carried 
asking the Government to facili- 
tate increaced imports of paper 


making raw materials and of 
paper and board had been moved 
by Mr. H. A. Price (of Price 
Topley, & Co., paper merchants) 
who emphasised that a deficiency 
in packing materials hit our dol 
lar-carning exports 

Urging that Government de 
partments and other national 


PAPER PRODUCTION UP 
SAYS B.0.T. 
Production of paper in 
Britain in the third quarter 
of 1950 was up by 21 per 
cent and that of board by 
10 per cent compared with 
the corresponding quarter of 
last year, according to the 
“Board of Trade Journal.” 
The total output of paper 
rose above that of June, 
which was the record post- 
war month, thus establishing 


a new post-war record, 


bodies should use the 
discretion in the 
purposes for which they used 
paper and boards, he said l 
t necessary for nationalised in 
dustnes. which are monopolies 
administering essential services 
to use paper to advertise the 
essential services which we have 
to use anyway?” 

Mr. Price was among a number 
of speakers who deprecated the 
emphasis being placed, during 
discussions on newsprint, on the 
national Press. “The local news 


utmost 
choice of the 


papers play an wmportant part in 
our national life.” he said. “They 


perform important duties which 
the natwnal Press cannot per 
form 


(SEE LEADER, PAGE 174) 


“Financial Times” 
Continental Edition 
Suspended 


The Financial Times announced 


in Monday's issue that, owing 
the need to conserve newsprint, 
publication of the Continental 
edition has been suspended 


Copres of the U.K. edition of the 
paper will continue to be flown 
daily to Europe 


Export Catalogues 

May Have Priority 

The acute shortage of art paper 
and coated paper ts causing con 
siderable concern to manufac 
turers who ssuc Catalogues 
reports the November news sheet 
of the Incorporated Society of 
British Advertisers 

The Board of Trade says there 
s littl possibility of total sup 
ples being increased, as the coat 
ng mills are working to capacity 
already but negotiations are 
going on with the Association of 
Makers of Coated Papers to see 
whether priority can be given in 
cases where export catalogues are 
involved 


ie 

a 

| 

3 | 

>é 

ind 
= 


ADVERTISER'S WEEKLY 


170 


Seasonal Decline In Press Ads., And 


More Drops to Come 


A THIRD OF 1950 INCREASE HAS GONE 
TO MAGAZINES, SAYS ‘STAT. REVIEW’ 


There was a marked decline in Press advertising expenditure 


during the quarter ended September. 


Compared with the 


the previous three months, the figure fell by 8°95 per cent— 


and further drops are forecast. 
per cent up on that for the 
same period last year. 

Recording these figures, the 
latest issue of The Statistical 
Review refers to a seasonal drop 
from the record level at which 
expenditure had been running 
from March onwards 

The influence of the summe: 
holiday period was felt and, from 
a monthly average of well ove 
£3 mullions, aggregate spending 
fell in July to £2,883,753, and ‘no 
August still further to £2,619,115 
September, however, brought a 
sharp rise, and the total for that 
month was £3,157,513. 

Aggregate for the quarter was 
£8,6600,381, compared with 
£9,511,374 for the previous three 
meaths. 

Other points from the Review 

Total recorded expenditure on 
trade and financial advertising 
during the first nine months ol 
1950 was 27°35 per cem above 
the figure for the same period ot 
1949. The increase amounted to 
approximately £5,600,000 Of 
this sum, more than a third 
£1,943,000-—-went to magazines 
and a quarter, £1,545,000, to 
London morning newspapers 

Analysis of all expenditure 
media group shows that maga 
zines enjoyed the largest relativ< 
increase of revenue at 34°11 per 
cemt on their 1949 figures. Per 
centage increase for the sever: 
classes of Newspaper are simila 
ranging from 21 to 24 per cent 

A survey of activity in 189 
categories of products during the 
first six months of 1950 shows 
aggregate expenditure to be 19.90 
per cent above the 1949 level for 
the same period 

Product classifications show 
greatest relative increase durir 
this period are household stocks 
(70°87 per cent); toilet and beaut 
preparations (49°9 per cent) 

Chief contributors to the 
crease for houschold stores is 
houscheld seaps and deterg: 
group, on which £541,000 mo 


The total, however, was 11°5 


was spent. Most outstanding rises 
n the toilet field are those for 
ilet soaps £158,000 up, and 
shampoos £145,000 up 
Further drops in expenditure 
are anticipated as a result of 
the newsprint shortage, but it 
is expected that this will be 
ifiset to some extent by in- 
creases in rates.” 


News about individual groups 


of products is interesting. 
Seasonal decline in advertising 
activity during the September 


quarter produced lower totals of 
expenditure for 100 out of 174 
product groups as compared with 
the second quarter of this year. 
In only 74 groups, however, is the 
total less than in the third quarter 
of 1949 

Exceptions to the 
decline were 

Cosmetics: 
previous 


general 


Spending up on 
quarter and previous 
year. Beauty preparations alone 
rose from £50,377 to £62,475. 
Figure for the same quarter in 
1949 was £34,140 

Films: Marked expansion, with 
expenditure rising from £24,587 
to no less than £46,847—much 
nore than for any quarter since 
the war. Sole reason for the rise 
was an Iiford campaign for Selo 
Films 

Tobacco: Expenditure steadily 
nounting. Total £186,466, against 
£168,174 (£125,473 for the same 
period in 1949) 

Radio and Television: Spend- 
ing up, despite the fact that there 
was no Radiolympia. Quarter’s 
total of £168,351 was £77,000 
more than the previous period 
Bush Radios head the list 

Motor Products: Outstanding 
increase for petrol, with the total 
SU per cent up at £99,040 

Disinfectants: The battle con 
tinued, with Zal Pine Fluid and 
Sanpic responding to the Life 

campaign 
Total £80,584 £71,914 
£37,139 for same quarter last 
ear Zal Pine spent 209; 


igainst 


HOW THE MONEY WAS SPENT 


London Mornings 

London Prenings 

National Sundays 

Provincial Dailies 

Provincial and Suburban Weeklies 
Magasines 

Technical 


Trade 


Total 


Rise or 
‘ 4 Fall 
(2.4 
48.080 +14 
£3,000,331 +1151 


Sanpic £17,476; 
£13,314. 

Soaps and Cieansers: | he 
day season in no way affected the 
heavy campaigns for household 
soaps and detergents. The quar- 
ter’s aggregate of £512,664 was a 
slight increase, and 50 per cent 
up on the figure for the same 
period in 1949. During the nine 
months January-September fre- 
corded Press advertising 
amounted to the astonishing total 
of £1,454,692 

Products on which less was 
spent include soups (usually up 
in the third quarter), footwear 
and outerwear, Retail stores also 
spent less. The figure is £272,990 
against £341,785 


Lifeguard 


Presentation To 
H. N. Heywood 


At a luncheon in his honour, 
given by the Newsprint Rationing 
Committee on Friday, Mr. H. N 
Heywood received a presentation 
to mark appreciation of his ser- 
vices. Tributes were paid by Mr 
Stanley Bell, chairman, 1940-45, 
and by Mr. F. P. Bishop, M.P., 
present chairman Also present 
were Lord Burnham, T. Black- 
burn, Kenneth Brown, J. F. E 
Coope, J. H. Parham, Frederick 
Ww Wallace, E Robertson, 
R. A. Gibbs, G. S. Somerset, 
E. L. Fifoot. 
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Print Employers’ 
Plan For 
Lasting “ Peace’ 


In an endeavour to secure a 
more settled future for the print- 
ing industry, the British Federa- 
tion of Master Printers and the 
Newspaper Society have asked 
the Printing & Kindred Trades 
Federation whether the printing 
trade unions are prepared to dis- 
cuss the inauguration of a general 
scheme for the whole industry 
covering 

Adjustment of the basic 
minimum rates with consolida- 
tion of house rates and merit 
money to the extent by which 
the minimum rate is raised. 

A cost of living sliding scale 

A_ period of stabilisation, 
adequate manpower, and the 
introduction of incentive pay- 
ment schemes 

The employers say that such a 
plan is “indispensable to long- 
term harmony in the industry.” 


1,000,000 Box 
Number Replies 


The Manchester Evening News 
last Thursday recorded the mil- 
lionth reply in 1950 to its classi- 
fied advertisements using box 
numbers—a month earlier than in 
1949. The total does not include 
replies sent direct to advertisers. 


Mr. Alan Whitworth addressed 
a joint LS.B.A.-1.A.M.A. meeting 
in Glasgow last week 


re 
Christmas Window 
Displays 

A. C. Cossor Ltd. are sending 
the construction kit for the win- 
dow display above to dealers this 
Christmas, following the success 
ful use of similar methods in 
1946 and 1948. Printed paper 
sheets are pasted on to a carton, 

decorated with cotton wool 
Picture on the left shows one 
series of paper sculpture 
created by Mr. K. 1] 
Carr, of Brighton, for the Christ- 
mas window display of Lilley & 
Skinners,.of Oxford Street. the 
theme of which will be “Alice 
Through the Looking Glass.” The 
display comprises nearly 
characters, between 2 ft. 6 in. and 
6 in. high 


or a 
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4t the Publicity Club of London mock trial (left to right): defendant Arthur Chadwick fights for his honour, usher Frederick Pemberton is 


guilty of laughter in 


CLUB NEWS 


court 


witness 


Gwendolin Payne 


Six Sessions For Hull 
Ad. Conference 


East Anglia 
Lt.-Col. Papillon 


Is President 


Lt.-Col. D. Papillon, managing 
director, Essex County Telegraph, 
has been elected president of the 
recently formed East Anglian 
Publicity Club. Other officers 

R. de K. L. Haynes; 

G. Turner; treasurer, 

committee, H. Cross, 

E. Hughes, L 

Joughin, R. H. Broome, E. F. 
Alldritt 


Column Club 
Christmas Lunch 


This year’s Fleet Street Column 
Club Christmas luncheon will be 
held on Wednesday, December 
20, at the Connaught Rooms 


Leeds 
Appeal To Women 


Mrs. Margaret Havinden, a 
director of W. S. Crawford Ltd 
spoke on “The Appeal to Women 
Through Advertising at the 
Publicity Club of Leeds luncheon 
meeting at Powolny’s Restaurant 
last Thursday. Report next week 


Bradford 


‘People Don’t 
Read Copy’ 


Mr. S. J. G. Chipperfield ad 
dressed Bradford Publicity Asso 
ciation last week on copywriting 
Subject of his talk was “They 
don't want to read it.” 


Leicester 


Inside Information 

Mr. G. R. Colvin. director of 
Manfields, spoke to the Publicity 
Club of Leicester last Friday 
giving the “inside information” 
on bis firm’s “teaser campaign” 
of last summer 

The Publicity Club of London 
is to visit Salvation Army estab 
lishments on December 7 


Club matters will dominate 
the Advertising Conference 
being organised by Hull Pub- 
licity Club next March 9—10. 

There will be six 
Publicity clubs; 


sessions 
the social side of 
club life; club activities; the 
speaker class; closer relations 
with other clubs 

Among those who have pro- 
mised to attend, are Alan Robert 
son-Macdonald (chairman, Club 
Development Committee), Derek 
J Roe (Manchester), Gavin 
Starey (Oxford), R. Williamson 
(Leeds), T. E. Townend (Shef 
field), E. M. Brown (Leicester), 
A. E. Jones (North Wales), and 
Arthur Chadwick (London) 

There will be an exhibition of 
work of members of the Hull 
Club, including advertising, art, 
printing, process. work, and 
posters 


Portsmouth 


swears on 


Advertiser's Annual, 


Oxford 
Television And 
Family Life 

Television may cause the 
housewife to spend less time 
shopping and cooking, thus bring 
ing into focus the self-service 
store, canned or frozen foods, 
and labour saving devices in the 
kitchen, suggested Mr. Ff A 
Lever, sales director, Ultra Elec- 
tric Ltd., in a talk to the Advertis 
ing Club of Oxford yesterday 
(Wednesday) 

One incidental effect of so 
much staying at home, he said, 
had been on costume and clothes 
for casual home wear, and furni- 
ture design, especially in the 
U.S.A. where much attention has 
been given to TV furniture and 
accessories. It might also increase 
the demand for tea, coffee, 
biscuits, sweets, cigarettes and 
tobacco 


At Glasgow Club annual 
Ladies’ Day luncheon, December 
15. each guest will bring at least 
one toy to be given to orphan 
children, 


Needham-Macdonald Debate 


* Advertising, provincial versus 
national newspapers,” was de- 
bated by Mr. Leslie W. Need- 
ham and Commander Alan 
Robertson-Macdonald, advertise- 
ment directors respectively of the 
Express group and Provincial 
Newspapers Ltd., at the Publicity 
Club of Portsmouth last week 

Mr. Needham spoke of the 
larger coverage of the national 
Press. He considered the provin- 
cial Press greedy—they often had 
40-45 per cent of their space 
taken up by advertising as com 
pared to the 25 per cent or less 
of the national newspapers. The 
provincial Press, he said, helped 
the Press generally by being the 
training ef journalists 
and advertisi nen, but it was 

revolutionary 

morning 
papers were 1g replaced by 
the evenings 

Commander Robertson - Mac- 
donald claimed that though not 
everyone read the national Press, 
evervone reads hijs local paper. 

Mr. Needham said the adver- 


tiser must be careful not to over 
step the mark in national adver 
tising. “If you are going to ad- 
vertise in the national Press, you 
must realise that the world is at 
your feet and be prepared to be 
come a Nuffield or a Wool 
worth.” 


_ 


Leslie W. Needham, “Express 
group (left) and Commander Alan 
Robertson-Macdonald, Provincial 
Newspapers (right) at Portsmouth 
Club last week. In the centre is 
Captain F. G. A. Theobald 


and Judge 


Andrew 
London 
Beer, Chips And 


‘Cigar In Court 

A mug of beer for one 
witness, a packet of chips for 
another, and a cigar for the 
defendant were among the great 
improvements to British legal 
procedure made during a mock 
trial held by the Publicity Club 
of London at the Aldwych Club 
on Monday 

Sued for libel by the London 
Club was Mr. Arthur Chadwick, 
merely because he had written 
a letter to the Advertising Gazette 
suggecsting that advertising 
charges were a brake on 
economic recovery and that a 
claim that a night-cap product 
handled by a member of the Club 
had helped a junior clerk to 
become a managing director in 
six months was “fraudulent, mis 
leading, and absurd.” 

Judge Andrew Milne, prose- 
cuting counsel Ivan Luckin, and 
defending ditto W. R. Balch 
all three gowned and wigged 
mismanaged the trial in a Way 
worthy of Sir Alan Herbert's 
Misleading Cases. The witnesses, 
who, after swearing on a copy 
of Advertiser's Annual, told any 
thing but the truth, were: Miss 
Betty Donclan, Miss Gwendolin 
Payne. Messrs. W. H. Gollings 
(as chairman of the Club), 
W. G. Payne (agent for the 
product), R Hardy and Mark 
Harrison (editor of the journal) 
Mr. Frederick Pemberton was 
usher, Mr. Reg. Cooper foreman 
of the jury, and Mr. H, John 
Hewson clerk of the 
Emerging unscathed from his 
terrible ordeal defendant 
Chadwick heard himself pro- 
nounced not guilty 


Milne beams benigniy. 


IN BRIEF 
Miss Helen W. Pryde, creator 
tish Radio programme 
annels sddressed 
the Publicity Club of Glasgow 
* 

The Regent Advertising Club 
dinner and dance arranged for 
December 8 has been postponed 
until late next March 

* 

Councillor G. A. Anderson, a 
club member. addressed the Pub- 
licity Club of Aberdeen last week 


on “Football, The Ambassador.” 
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Clarke Is Conference Social Secretary : 


R. H. Hale Has New Job In South Africa: 
Co-operative Press Promotes Hoskins: 


John Clarke, advertiseme: 
manager, Sunday Pictorial, ha 
been appointed honorary secr 
tary of the social and entertai 
ment committee of the organisin 
counci! of the Internation 
Advertising Conference (Cire 
Britain) 1951, 

Members of the organised 
tours committee are: H. F 
Craddock (chairman), Harold 
Birch (hon. secretary), Gavin 
Astor, David Blee, J, G. Bridges, 
John Clarke, W. D. C. Cormack, 
Charles Rose, Charies W. Stokes, 
Col. George Warden. 


W. Lindley has been appoint 
assistant to the advertising man 
ager, Stanley Works Ltd, 
field. He was formerly on th 
sales staff of W. 1. Avery Ltd 

* 

R. H. Hale, who joined Inta 
South Africa (Pty) Ltd. in Dur 
ban last January as 
executive, has relinquished this 
appointment to become advert 
ng manager, Dunlop Sout! 
Africa Lid 


account! 


* 
N. C. Butler-Madden, of 
beth Arden Ltd, has been c 
opted to the executive committe 
of the Incorporated Society 
British Advertisers in place 
P. G. E. Warburton, now vic 
president 
. 

Alan Wood, advertising mana 
ger, Hovis Ltd, is to represe 
the Incorporated Society 
British Advertisers on the Parlia 
mentary and Public Affairs Con 
nittee set up by the Advert 
Association under the chairma 
ship of Sir Patrick Gower. 


tL. G. G. Ramsey, for 
P.R.O. to the National Trust, bh 
been appointed assistant editor 
the Connoisseur 

Albert Milhado, manag: 
director, Albert Milhado & ( 
and his manager K 
Mopurgo, were presented 
Queen Juliana and Prince Be 
hard during their recent Lon 
visit 

Charles Tapping is) cr 
director, Clifford Bloxham A 
Partners and not art dire 


tor, Erle Bowers is art a 


Lord Montagu of Reaulie 
executive at Voice & Vision Lt 
has been appointed a directo 
the Western Gacette His fat! 
was a director the newspape 
and his grandfather was the firs 
chairman 


Butler-Madden On 


1.S.B.A. Executive 


1. J. Rawling has 


nted general manager 


been ap 
Austen 


Johnson Advertising Ltd He 
has been in advertising since 
1930, and was formerly produc- 


nanager, Longley's London 
ch agency For four years, 
we the war, ‘Mr. Rawling has 
n advertising manager, Truvox 
Engineering Co., Lid 

Michael J. Clarke, for cight 

advertisement manager, 
irish Times, and last year’s chair- 
nan of the Publicity Club of 
Ireland, has been appointed re- 
presentative of Joshua B. Powers 
Ltd. for the Republic of Ireland 

* * * 

F. J. Hoskins, has been ap 
pointed secretary and general 
manager, Co-operativ: Press Ltd., 
Reynolds News, Co- 


roprictors 


erative News and Scottish Co- 

rator. Allan Baxter, secretary 
for 19 years, retires at the end 
f this month 


M Hoskins joined Meynolds 


\ n 1931 and was appointed 
general manager Co-operative 
Press last year He has been a 
mibe f the N.P.A. Council 
1932 
* 


R. F. Severn, account execu- 
ve with Rumble, Crowther & 
Nicholas Ltd..thas become adver 
sing manager, Abbott Labora- 
He joined R.C.N. from 
hard, Wood & Partners Ltd 
1945, and had earlier been with 
Sun Engraving Co 
* 
Alan Fordham, formerly 
Rooster Publicity Ltd... has been 
nted manager of the photo 


depar tment at (sce 
\ Ltd encester 
John ‘ Blanch, Londo 
ve of over W u 
Is, has passed t Ronald 
tverett, of 18 Red Lion Square 
Wil responsibility for the 
ndon representation of Asso 
Newspapers Ltd. of 


! Mr. Blanch will retain 
London managership of the 
terald and Weekly Times Ltd 
shers of Melbourne Herald 

Melbourne Sun: of Woman's 
& Home published by 

d Gravure Pty Ltd. and of 
Brisbane Courier ~- Mail 

cle Advert ter Perth West 
tustra Hobar t Mercury. and 


fl 
reorgan 
w offices of 
H & Weekly Times Ltd 


Associated Newspapers Ltd 
ey) in the magazine field 


R. H. Hale ( 


Clifford W. Crouch, advertising 
manager, T. J. Smith & Nephew 
Ltd. (Elastoplast, etc for 44 
years, has joined the board of the 


company He will continue as 
advertising manager 

Mr. Crouch began his advertis 
ing career with De Witts Pills 
serving later with W. H. Emmett 
& Co., Ltd, other agencies and 
the 

H. G. Webley, advertisement 
manager, Syren Shipping 
Merchant Shipper and Chief 
Steward, has completed 21 years 


with the publishers At a staff 
annual dinner and dance this 
month, editor Ronald Pearse 
presented Mr. Webley with an 


engr Silver case 


has left 


Henles ys Telegraph Works 
become assistant to the export 
advertising manage! County 


Perfumery Co. He is a member 
of the Society of Diploma 
Members of the Advertising 
Association 

Peter Stock, recently produc 
thon manager of Arthur Maiden 
Ltd. and S. C. Peacock Ltd., of 
Liverpool, has become display 
manager of the New Day Fur 
nishing Stores group 


» 
Sture Laftman has been ap- 
pointed managing director of 


W. Crouch 
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1980 


the Swedish Advertisers’ Associ 


ation 


executive 


sented 


at the 


Until 


secretary and 


recently he was 
repre- 


the Swedish Association 
Incorporated Society of 
British Advertisers’ golden jubilee 
conference 


OBITUARY 


Charles H. Tipper 


Ass 
Crowtl 
he ret 
Tipper 


ciated 
ver Ltd 
red in 

died 


Arundel on 


with Mather & 
for 38 years, until 
1936, Charles H 
at his home at 
Thursday of last 


week aged 78 He started his 
career with Sells Ltd., and spent 
over SO years in advertising 


He was a keen sportsman and 


ve devot 


son 18 


n advertisement 


for Tru 


Ltd, Sydney 


a member of the 
riers and the Thames 


During his retire 
ed his interests ‘0 


Arundel Sports Club 


Cyril A. Tipper 
represen 
th and Sportsman 
Australia 


Crawford Memorial 


Ac 


Se 


the late Sir W 


to be 


Fields on December 8 


held at 


rvice 

vation service to 
illiam Crawford is 
St. Martin in the 
at noon 


London’s Largest Colour Print ? 


The first internationa! collection 
f direct 


photographic colour 
prints has been on show this 
week at the Came Club, 23 


Manchester Square, W.1. Organ 
sed by the club's « “uur group, 
the show, comprising 84 ¢ _ bits 
of which 62 are British 


workers, closes to-day ( Thursday) 

The Processes not all 
familiar but, as was to be ex 
pected. dye transfer is the most 
used i Cadwallad of Shel 
Photographic Uni s vs four 
effective prints by S process 
but the honours e¢ tio W. K 
Raxworthy and Edward C. Cros 
sett, both of Hlinois. for imagini 
tive exploitation of 
richrome carbo 

clec Adpr Lt 
group nis of d t applic 
thon t 

The e, how 
ever 4 class $ 
what must be the gest dire 
colour print ever exhibited in 
London—an immense study of 


fruit 
Crocke 


and flowers, by 
r, printe 


Undoubtedly 


ing ere 
group 


Gordon 
d by Pat Bartlett 
the Most interest 


up of colour studies is a 


of 9 A 


positive prints 


The t 


nm vat 


cussed of which wi 
be Met 


aguna 


the I 


yalance 


ous Proc 


ai-Chror 


Beach 


gfacolor negative 
of the exhibits are 
esses, the most dis 
Il undoubtedly 
ne, originating 


California 


studio of William Mortensen 


Smoke Abatement 


Exhi 


Under the 


Nati 
Society 


onal Smoke 


ibition 

auspices of the 

Abatement 

ncial Exhibitions 


cn rece ved good 


ty in the prov ial Press 


activit 
and br 


th gener aa public 


y me 


luding feature 
yadcasts 
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Ltd. staged a 10 Fuel Fffici 

r ency (Home and Industry) Exhi 5 

, bition at Manchester, from No 

vember 22 

The show, w 

sublic 
relat 
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WE SING BETTER THAN OUR GRANDPARENTS 


George Bernard Shaw 


THE LATEST STYLES IN WOMEN’S RAINWEAR 


Willa Morgan 


A CHAPLIN MASTERPIECE RETURNS TO TOWN 


Gordon Beckles 


LABOUR’S PARROT CRY 
W. J. Brown 


SHORT STORY 
C. T. Stoneham 


A THE LAST ARTICLE WRITTEN BY G. B.S 


G. 
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Sorry Story 
LTHOUGH the Commons debate last Friday served to 
focus attention on a serious situation, users of paper and 
board will derive little comfort from it. The President of the 
Board of Trade could only forecast “a very difficult period”, 
Phe situation does warrant gravest concern. Exports are being 
held up because of the shortage of fibreboard containers and 
other packaging materials. | xports of books, worth £10 millions 
a year, are in danger of being curtailed. Some periodical publishers 
are rationing their journals, including the trade and technical 
journals that disseminate essential information within the trades 
and industries they cover \dvertising is restricted, not only 
because space is limited, but because paper for catalogues and 
printed promotion matter cannot be bought without prolonged 
delay. Enterprise is thwarted because new customers for paper 
must, and rightly, yield priority to regular buyers. It is a sad and 
sorry story. Newsprint makes another, and even sorrier one 
Why has such a state of affairs come about? The reasons are 
several Demand, under the impetus of mounting industrial 
activity and lively Competition, not only among periodical pub- 
lishers, but in many trades using paper and board for packaging 
and sales promotion, has risen to an extent never foreseen when 
control was abandoned. The re-armament programme is beginning 
to stimulate it still more 
At the same time, the raw material position has deteriorated 
The US.A., with dollars to and an insatiable appetite for 
paper, has bought woodpulp heavily from Scandinavia that 
there is not enough left for British needs 
Phe Government should consider whether, even by authorising 
more dollar spending, it can increase pulp supplies. It should 
also cut its Own paper requirements for 1951, More than that, 
Save for measures that would take long to mature, may not be 
possible 
Re-introduction of control is 
yet. Nobody wants it, least 


‘ the remedy—at any rate, not 
| the Government. It would 
involve the re-establishment in elaborate administrative 
machine, which could not be effectively operative for many months, 
and which could hardly en: 1 temporary basis, the paper 
experts who previously served 1! well. Matters must get much 
worse before such a step could be justified 

Mr. H. A. Price, in the reso 
the practical steps to be tak 
necessary use, of paper must 
mental exhortation, but if th 
voluntary action. Salvage and 
stimulated 

At the same time, the pa; 
Mr. Wilson, and as many 
distribute available supplies | 
operating a system of volunt 


n he proposed so ably, suggested 
Misuse and waste, or even un- 
couraged, not only by govern- 
by regulation, and certainly by 
lection of waste paper must be 


inufacturers, as they promised 
are already doing, can help 
ind in the national interest by 


orities, and by seeing that the 
small user gets a square dea! 


\\ MAGAZINE CO. LTD. 
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To-morrow’s Topics 


No EARLY respite for newspapers 
can be expected from the Govern- 
ment’s decision (made under con 
siderable pressure) to authorise 
dollars for long- 
BIGGER term purchase of 
PAPERS Canadian news- 
print. Before con- 
In 1952? tracts can be 
entered into, Can 
adian suppliers must be satisfied 
that this time the Government 
will stand by its word; chat con 
tracts, once made, will not again 
be repudiated. They are, under- 
standably, rather sceptical. More- 
over, newsprint itself is. and is 
likely to be, in short supply in 
relation to world demand 
Assuming, however, that the 
contracts can be entered into, the 
whole prospect wil] be changed 
for the better. It will be reason- 
able to hope for bigger news 
papers, but probably not before 
1952 


MANUFACTURERS of branded pro 
ducts that appear on television 
have been approaching the B.B.C 
in imcreasing numbers seeking 

permission to ad 
BRANDED vertise in advance 


GOODS ON the fact that their 
products are to ap- 
TELEVISION pear in a television 
programme 

The field is wide. Apart from 
toys, frequently used in children’s 
programmes, products include 
hats, clothes, furniture, cosmetics 
and hair styles, and with the ex- 
tension of television regionally 
and in viewing time the scope 
for branded products will be 
much greater 

There has been a suggestion 
that the B.B.C_ might appoint a 
Branded Goods Committee, 
which would decide which pro 
ducts would appear, and at what 
imervals 

But the B.B.C. has decided to 
cling to its earlier-stated policy 
of absolutely prohibiting “pre 
mention,” but of raising no objec- 
tion to advertisements which 
appear after the broadcast 


FROM TIME to time articles in 
ADVERTISER'S WEEKLY have 
Stressed the important part played 
by public relations in American 


sales promotion, 
‘IN ON THE and urged British 
GROUND exporters not to 
ignore this when 
FLOOR’ planning their U.S 


selling campaigns 
The point is made again by F. J 
Lyons in an article contributed to 


Markets and People, which now 
incorporates Betro Journal. The 
public relations expert in 
America, he writes, is in on the 
ground floor at the start of every 
major promotional campaign 
He ranks as a member of the 
board and his advice is sought 
on all matters, be jt sales, adver- 
tising, costing, etc., which will 
influence the public's taste. British 
firms, therefore, which ignore the 
field of public relations in the 
United States are simply omitting 
from their armoury a weapon 
almost certainly employed by 
their American competitors 


PRESSURE OF work has delayed 
issue of the revised Newsprint 
Rationing Committee Rules. but 
when these are published it is still 


expected that they 
«aA 


contain a 


ACADEMIC clause to cover the 


position arising 
QUESTION when newspapers 
are offered adver 
tisements likely to cause artificial 
sumulation of their sales. Since 
the introduction of tonnage 
rationing, however, the question 
has become somewhat academic 
It is interesting to notice that 
Lever Brothers, whose Lux-Wisk 
free offer coupon advertisement 
first raised the problem, are now 
using, for Lever’s Easy Shaving 
Stick, coupon ads. of a different 
kind These are in connection 
with a prize competition, but 
coupons may be obtained from 
dealers as well as cut from news 
papers While such advertise 
ments, because they are so in 
teresting, may well tend to pro 
Mote newspaper sales, they cannot 
involve extra newsprint consump- 
non now that newspapers are 
rationed on a tonnage basis 


THe Retau Trading-Standards 
Association, in pursuance of its 
Campaign against muisrepresenta 
tion in advertisements, the objects 


of which are 
R.T.-S.A. 


wholly endorsed by 


TAKES all who cherish the 


good name of the 
ACTION advertising busi 

ness, has several 
times lately threatened to initiate 
legal proceedings in cases it con 
siders flagrant. Such action has 
n fact been taken No one 
will be more pleased than the 
advertisement managers of news 
papers, who do their utmost 
to prevent the facilities they offer 
being abused, 
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The kind 


of person who 


I, 
travels by | 
} 
ae Officials on matters of State: executives contacting overseas business houses ; 
| people visiting relatives... those who appreciate comfort and the better 
things in life... who recognise such things as the efliciency and thoroughness 
i of the Canadian Pacific Service. Discerning by nature — they are the people ; 
Fi who read The Listener. That’s why Canadian Pacilie advertise in The Listener, . 
Thats why, if the goods you are selling appeal to this market, you should : 
| include The Listener — with its cireulation of 150,000 — in your 
advertising schedule. 


...1s the kind of person 


who reads 
The 
es Listener 


Member of the Avdit Bureau of Circulations 


All enquiries to: Advertisement Department, B.B.C, Publications, 
Broadcasting House, Portland Place, London, Wl 
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“If copy is too dull, people make 
it yet more unreadable by some 


trick of layout or typography 
The Keystone ad. is a ghastly 
affair” Layout of the Owbridg: 
ad. is “a glorious gallimaufray 


OWN here in Fleet Stree 
we have a tradition that 
dog does not eat dog, but 
Iam an old rogue, and when | 
am bitten you must never be 
surprised if [ lift a lip and show 
my teeth 

As for example, when a co 
tributor heads his article: Th: 
don't want to read it? Nonsense'* 
and then gives us 4 piece 
special pleading to prove that 
people have no particular objec 
tion to advertisements, As if any 


body ever suggested any suc! 
thing 
Over my desk for all to « 


are those very words that he ca 
nonsense Clients, copywrite 
and artists have all been sec 
them for years, and not one 

them, however short-sighted, | 
for 4 moment supposed that th 


said: They want not to read 
The truth is, as most peop 
upon reflection will agree, th 
*in a Policy Platiorm article Har 
Henry director Market Informe 
Serviees Lid said the general pu! 


read advertisements deliberately, beca 
advertisements tell them what they wa 
to know 4nd. he added. the & 
this t generally realised. the % 
shall we be in a position to defend 
industry against tlintentioned attack 


order some 


KEYSTONE 


AUSTRALIAN BURGUNDY 


Bortied amt quarenterd by Stephen Smith & Co. Led, Leadon EA 


drinking 


day-by-day ensure good health by 


this fine burgundy 


LUNG TONIC 
» prea! of 

thes tom 


* 


the 
tonne 
em 

om 


at might vow 


People Do NOT Want To Read 


majority—the 
Iming majority 
d magazine 


vast, 
of newspaper 
readers 


over 


have no 


wught of the advertisements 
when they begin to read 
Ask the interviewers who do 
idership-testing and they will 
you of reader after reader 
points out very precisely 


MESSENGER 


HEAD OFFIC! 


Proprietor: H.R. 


LONDON : 


ARTHUR 


9 


J 


MAIDSTONE 


SOORMAN, M.B.E. 


FLEET ST. 


CEN, 7500 


Advertisements 


which headlines and paragraphs 
of editorial matter she read on 
the front page of vesterday's 


newspaper, and then turns straight 


fo page two without a glance at 
the advertisement Didn't you 
read the advertisement What 
advertisement; let me look!” 


“Oh yes, I did read that one 
But I hardly ever notice advertise 
ments.” Yet, as she goes on 
through the paper, she will prove 
to remember having noticed about 
one advertisement in every five or 


six and read most of about one 
in twelve or fifteen 

There is ery tle ACliVE 
resistance to adve nents in 
newspapers for the good and 
sufficient reason that utside the 
distributive trades iImost 
nobody consciously thinks about 


advertising and advertisements as 
such at ail 


When you book your six-inch 
double in the Daily Mail and sit 
down to plan the copy you will 
do well to think not n enemy 
who must be knocked down with 
a blunt instrument 48-point 
heavy condensed, ‘ut a rather 
harassed little woman who is 


skimming through 
peering at the pictures 


headlines, 
pecking at 


an occasional par iph and 
eventually settling down read 

what? Something yout the 
Princesses perhaps News of 
a beauty treatment that may 
make her as beautif a frock 
easily run up at ! that is 
very like something one of then 


once wore. Maybe there's a piece 


about babies-—-and although she's 
borne five and buried two she 
is stil] silly about babies. And 
of course-—the film Anything 
about films she simply devours 


Has your advertisement 
of a baby or of Moira 


4 picture 
Shearer 


in it?) She'll begin reading it just 
as happily as the latest gossip 
from Elstree—-and when she finds 
it 1S an advertisement she will 
still read on—provided you don't 
become a bore 

But she didn’t wanr to read it. 
You made her want to with your 
picture or your headline, and 
that is just the point 

* 
To THIS RULE the exception is 


obvious. They do wanz to read 
ill advertisements that appear 
regularly (so that people have 
learnt to watch for them) and 


Review of 
Advertising 
by 
COPYTASTER 


contain really useful or interest- 
ing information. The little adver 
tisements in which football pool 
dividends are announced. The 
January sale announcements and 
indeed, a good deal of department 
Store advertising The cinema 
advertisements in the Sunday 
newspapers—and, of course, the 
smalls All these are obviously 
exceptions 

Apart from them, the public is 
indifferent about adver- 
tisements in general; not question 
ing whether or not they are « 
thing And I am _ well 
content that it be so. Certainly 
when | have booked and filled a 
space in a newspaper | would far 
rather have readers stray almost 

(Continued on page 178) 


largely 


good 


| 
— YN 
4 


TRE BALLPoIny Pan 
THE 


On Christmas morning when presents are opened in 
homes all over Britain, many a Biro ‘15° will come to 
light; quite a few of them, no doubt, as a result of 
advertising placed in the Sunday Pictorial by 

C. J. Lytle Limited at a time when most families are 
thinking about what to give for Christmas. 

The Sunday Pictorial is essentially a family 
newspaper and most of the average weekly sale of 
5,093,935 copies goes right into homes on the day the 
entire family can read advertisements at leisure. 

At Christmas when most of us are reminded 

of the high cost of giving, it’s a good time to 
remember that the Sunday Pictorial’s square inch per 
thousand space rate is actually LESS than it 


was in 1939 
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the new 
all-purpose 
Process 


White 


WHICH PHOTOGRAPHS 
ITS TRUE VALUE 


First in the field with Chines 
White 116 years ago, Winsor & 
Newton are now proud to anno 
obtainable today for every kind ot ; 
an opacity previously associat 
presents everything you've wanted 
its true value and its high degree of 
plication, which means quicket dr 
make it ideal for use with brush 


or chip. Finally, notwithstanding 


BALIN, the 


newest, finest whit 
rk. Intensely brilliant and with 

with lead whites, ALBALIN re 

{ waited for so long. It photographs 
rative power permits thinner ap- 
j nomy. Its free flowing qualities 
It does not crack 
is the finest process white you 

un buy, ALBALIN ¢osts mo more 


1 and air-gun 


Prices are 


; A cap.) Glass pou 101. each 
1 fl.cap.) is. 4d. each 
(4 fl. cap.) Glass pots 34. 6d. each 
A. cap.) » 68.0d. each 

t New York & Sydney, 


have 


TELEPHON! 


i} 
| A COMPLETE PHOTO-AITHO 
i] 


CHARLES AND READ LTD 


& Tavern, famous Fleet [an | 


(the 
lof 
Veet Steet 


slways seemed natural 
we of CHARLES & READ 
| have an especial interest 
~wepapers and magazines 
ible-crowns, showcards, 
ers, Underground cards 
is sides, photo litho-offset 
here in Chancery 
kes for real speed and 
Publicity Managers, 
C.M."s 


to make contact, 


a VED 
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Review of Advertising— 
continued 


by accident into the middle of it 
with open minds than have people 
saying Let's see what those 
clever advertising people have 
cooked up this morning.” 


* 


Once you and your client have 
agreed that no great section of 
the public is precisely panting to 
read an advertisement about his 
goods, you then have to find some 
method of catching the 


reader 


by the sleeve and saying: “Just 4 © ene your ten 

moment; stop and look at this! SINGER 
How loud you must shout it 

and how ingeniously you must 

lay the bait depends on whether 

one’s product is itself intrinsically 


interesting Holidays, cinema 

shows, women's clothes, confec 

tionery—these are wines that 

need a very little bushe. But As an example of strip technique 
toothpastes, toilet rolls, sparking in a small space, this is worth 
lugs, cigurettes-—-these are nega really careful study 


Nobody 
any great kick out of 
them, and nobody is 
read about them. To the manu 
facturer they may be as fascina * * * 
ting aS a first-born son, but not tv 
his potential customers 


live objects will get 
possessing 


he worst tk »py's offences 
dvina to the worst of this cop offence 


Ensure” is a very strong word 


Have SINGER sewing machines 


Shell evidently believe that ever been advertised before in 
motor-oil comes into this class, newspapers? Certainly they will 
ind I have seldom seen an adver be very welcome as long as they 
isement that tried so hard to continue to produce such charn 
nake a dull subject interesting ng advertisements as this (above) 


is a recent colour-page from, | 
presume, the glossy magazines 


Even the tortured lettering, which 
is really hideous when you ¢exam- 


Seashells in your engine?” ts ine it closely, seems quite con 
is bold headline ndeed. with its gruous here and very inviting, the 
suggestion of the grit one gives sketches are little works of art, 
to poultry to prevent soft-shelled and the copy im a scant sixty 
eggs words tells a story that many 

I have read so many American writers would spin out to twice 
oil advertisements full of weird the length and only half the life 
claims and horrid threats that As an example of strip technique 
for « moment, I did believe this in a small space this is worth 
was to be all about some strange really careful study 
new carbon-ithibitor extracted * 


from mother-of-pearl, and I had 
to wade through some unbeliev 
ably boring biology before finding 
in small italics that “Shell Rotella 
Oi and Shell Talpa Oi! are part 
of the wide sange of Seashell 
Oils, all of which are named after 


Looxinc at the Owbridge’s 
Lung Tonic advertisement (page 
176) one gets the impression that 
there are deep matters of policy 
ind strategy in the background 
The insistence on the letter “O” 


seashells.” displayed three times on_ the 
Such a rich and colourful picture of the bottle and three 

drawing such a provocative times elsewhere—surely suggests 

headline—such masses of fishy that trade-mark or passing-off 

biology—were they really worth difficulties are being met 

while to introduce such an anti But, quite apart from all that 


what iy one to make of the lay 
about nothing?” out, if one can use the word in 
connection with this? Where 


climax, or should we simply say 
Much ado 


* * * would one go to find the sort of 

1 iawem people wi genius that is needed to concoct 

HERE ARE layout people WhO such a glorious gallimaufray” 

find a dull Pp ece of copy an The one rule in the whole thing 

nspiring challenge to their skill seems to be that no element shall 

ind some of the could make stand alone.everything must either 
even the multiplication § table 


overlap or be 
better still-—do 


overlapped or 


look like a thriller both. Even the 


But the majority have another 


copy is broken into by the panel 
plan. If they decide that the rhe te 
copy is too dull to give anybody . 
any pleasure they make it vet The portfolio designed by the 


Osborne-Peacock Co., for New 
Northern Spinning and Weaving 
Co., of Belfast (ADVER- 
WEEKLY, November 2 
page 30), was undertaken, in part, 


more unreadable by 
of layout or typography 

The Keystone Burgundy adver 
tisement (page 176) is a ghastly 


some 


trick 


iffair by any standard, but you 

imi wa in co-operation with Gee and 
m it r ‘ as 
Watson Ltd., photographic de- 
| treated no worse than it deserved cement 
Yet not sure that dullness is 


| 
| 
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BIG-NAME HUNTING FOR ALL 


How catc 


. 3 OONS are almost always friendly. They can afford 
to be. Even so, evening is probably the best time for 
your attempt. Replete and refreshed, the tycoon muses 
peaceably in the comfort of his den. Watch while he 
flips through the pages of The Economist. Wait until he 
is pondering over some such article as “Censorship in 
Hollywood” or “The Geneva Motor Show”. 
Then—wham! Catch his eye with a shrewd, well- 
timed advertisement (anything from pipes to precision 
tools will do)—and you have in the bag one of the most 


THE ECONOMIST 


22 RYDER STREET 


valuable and influential of the two-legged species 

Others, you'll find, will quickly follow him. 

Equipment required: one copy of The Economist 

Cost: (sufficient for one tycoon) less than }d. per full page 
Good hunting! 


The Economist 


Note: The Economist is not a specialists’ paper. Tycoons 
of every type (male and female) read it. 


LONDON S.W.1 


: LESS 4 
be 
4 


premium 
offers? 


... These days, nine times out of ten, the answer 


lies in plastics. Fraser & Glass fully understand the 


possibilities of plastics for premium gifts and will 
be delighted to advise you on how best to use 


plastic designs in conne 


And you may depend on a 


Fraser & Glass have been 


over a quarter of a cent: 
versatile and low in cost 
orders being carried 
economically. To see 
consumer premium ofle: 
Fraser & Glass Ltd., \\ 


N.12. (Hillside 2224-5 


1 with consumer offers. 


practical approach, for 
moulding plastics for 


kemember, plastics are 


id they permit of repeat 


‘ry quickly and very 


NOW 


much offers for 


t in touch today with 


odside Lane, London, 


the plasti s people | 


action 


} core of 
| simple 
Guinness Is Good For You 


| of how he would plan 


| that he will be thinking 
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The Copywriter Must Find 


Purchase Motive 


From an address given recently by MAX RITSON, 
F.LP.A., F.S.M.A., to Bristol and West Publicity Club 


very first consideration 
l in copywriting is to find the 
dominant motive for the pur- 
chase of the goods one has to 
advertise. 


| expect most of you know 
what happens when a manufac 
turer tells you what he wants you 
to advertise about his product 
He produces a list of ten advan 
tages—high quality, perfect finish, 
long life, reliability, modern 
design, gadgets—and he wants 
you to advertise all these simul- 
taneously 

Usually one has to tell him 
It won't work, This thing needs 
careful consideration We will 
have to go out and make our own 
inquiries, in our own way, among 
typical consumers, and form our 
own recommendations as to the 
policy and plan of the advertising 

When the Guinness people 
decided to launch a large adver 
ising Campaign. many years 
they called in, | understand, two 
top-ranking advertising agencies 
and asked them to submit plans, 
layouts and typical copy 


How A Slogan 
Was Born 


Agency No. | put its very best 
inside brains on to the job of 
producing actual advertisements 
complete with high-grade art 
work and sparkling text--and 
when it came to the presentation 
spread out these beautiful speci 
mens on the board room table 

But agency No. 2 went to work 
with a very different plan of 
One of their directors 
spent a month wandering around 
pubs listening to the conversation 
of drinkers. What he picked up 
were phrases such as “I likes a 
drop er stout—it does you good”, 

Yes, | always say it's good for 
you"; “A littl of what you fancy 


| does you good.” 


When agency No nade their 
presentation to th Guinness 
board room, they offered. as th 
the recommendations. a 
placard lettered with 
That 
offspring My 


phrase and its 


| Goodness My Guinness has been 


used ever since 

When an s thinking 
in adver 
tising campaign fer a life insur 
company. it 1s odds 
of heart 
weeping 


amateur 


ance long 


rending pictures of a 
widow and the little children at 
her knee wondering where the 
next meal is to come from 

But famous life nsurance 
companies who know the tang 
ible results of their advertising 
have long ago thrown weeping 
widows out of the window. Have 


a look at the headlines of the 
proved insurance advertisements 

the Sun Life of Canada with its 
plain-Jane advertisement headed 
£4,159 For You At Age 55, or 
the Manufacturers Life of 
Canada, with their equally simple 
Money For Sale, or £3,289 In 
Your Bank 


‘Money For Me’ 
Theme Best 


In brief, they know that the 
theme “widow takes all” js in- 
ferior to the theme “money for 
me.” I have seen some recent 
figures of life insurance sales for 
a whole year, averaged by a large 
group of insurance salesmen. The 
figures were: whole life insur- 
ance, or “Widow Takes All,” 24 
per cent; and endowment insur- 
ance, or “Money for Me.” 76 per 
cent—76 to 24 is 3 to | (approx.) 

In the case of absolutely 
basic themes such as the Guinness 
example and the Life Insurance 
examples, the advertiser is likely 
to get tired of it long before the 
public does. When he has seen 
the same thing in batches of 
proofs 50 times, he is inclined to 
think that every housewife has 
seen and read it 100 times! He 
wants something different. But 
the public does not get tired of it 
A basic theme remains basic 
and fruitful 

It may be thought that that 
kind of copywriting may apply to 
household products sold to house 
wives, or drinks and smokes sold 
to men, but not to technical pro- 
ducts sold to specialised technical 
men But the same line of 
thought does apply. Don't let us 
take the manufacturer's own list 
of exceliences and use it blind- 
folded. Let us go round with the 
manufacturer's salesmen selling 
the product to technical men, and 
listen to what typical prospects 
say to the salesman; and observe 
how those prospects react to his 
various lines of argument and 
persuasion 


‘Out Of The Mouths 
Of Customers’ 


The manufacturer himself is 
often so dazzled by what he sees 
m his own baby that he doesn’ 
realise how the technical buyer 
regards that baby, and the reasons 
why the potential buyer rejects 
or accepts the salesman's argu 
ments 

Technical copywriting should 
spring from the advertising man’s 
own listening to and assessing the 
reactions of the technical buyer 

Some of the very best phrases 
are not conceived by the advertis 
ing agency. They come right out 
of the mouths of the customers 
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Supplement to ADVERTISER'S WEEKLY 


Presentation 


PRODUCTION PRINT PACKAGING DISPLAY 


6 
ah 
Colour advertisers, please 
on ¢ r space in Woman's . wae 
£1,300 a e.only 1410da 


ADVERTISER'S WEFALY Nove MBER 


CITY DISPLAY ORGANISATION 


..sltll going places 


Our activities this vear have been spread even wider than hitherto. In Great 
Britain we have carmed out an mecreased number of contracts im all of the 
principal London Exhibitions, and in the provinces at Castle Bromwich, 
hdinburgh, Oxtord., Cardiff, Torquay, Harrogate and many other places 
Overseas we have installed a record number of stands in fairs at Brussels. 
Copenhagen, Geneva, Niilan. Poznan. Toronto, New York, Chicago and 
Zagreb. Our most recent work has been again in Brussels, and at Berlin, 


where we completed the entire British Pavilion at the Berlin Industries Fair. 


These widespr contracts come to us from our many clients tor whom we 
regularly worl vwhere in Great Britain and in seventeen cotntries over- 
seas. Our bu sis to design. construct and mistall exhibition stands and 
displays of fh quality for any concern intent upon having the job well 
done. The wo carned out by a group of eioht COMpaties Display 
is eoumbretla tithe specialising particular aspect 
of the busines Complete information on the services available may be 


obtamed tron 
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used for this Supplement were made by 


SHACKELL EDWARDS « CO 


Vakers of Fine Printing Inks since 1786 


lo) NORFOLK STREET STRAND LONDON Telephone: TEMple Bar 165 Telegrams) MAGENTA-ESTRAND-LONDON 


point-of-sale 


Advertising does 


sell your goods 


\eme display~ attract and hold the attention of 
the potential customer, invite him te 
your goods and persuade him to buy. Make use 


of Aeme’s long experience of designing and 


DISPLAY CARDS PLASTIC AND PORCELAIN TABLETS 
making striking sales aids for world-famous 
products: let Acme consider your particular OUT SIGHS WINDOW SIGNS DECALC 
point-of-sale advertising and keep your name THREE DIMENSIONAL CUT-OUTS - EMBOSSED SHOWCARDS 
prominent in the pubhe eve ask about the new ACME DIVERGENT SIGN for day and night use 


ACME SHOWCARD & SIGN CO. LTD. Paragon Works. Enfield, Middx. Phone: Howard 1651 Grams: Acmesho, Enfield 


Birmingham Office & Showrooms Crown Buildings. james Watt Street, Birmingham. 4 Phone Birmingham Central 2325 
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Behind the 


glittering facade 


EHIND the glittering fagade of 
publishing and publicity, and as 
essential to them as are munitions 
to an army at war, lies an industry that 
seldoms enjoys the limelight, and thus 
seldom receives the credit it deserves for 
its contributions to the high production 
standard of British printed advertising 
This industry can perhaps best be 
described as that of the “mechanics of 
printed publicity, comprising as it does 
the process engravers, the typesetters, and 
the stereo and electrotypers, upon all of 
whom the advertising business depends for 
the reproduction of its messages by means 
of ilustration and typography, both an 
essential preface to printing 
The object of this article ts to survey the 
industry and its development, to outline 
the services it renders to advertising and 


| trends and to suggest 


the latest technica 
tentatively how its customers the ad 
vertisers, advertising agents, and advertise 
ment managers —can make the best use of 
the facilities it provides 


NOTABLE feature of the “mechanics 
CA industry has been the establishment ot 
the $pecialised supply houses which 
they combine under one root 
photography, process engraving, type 


setting and stereo and eclectrotvping, can 


ve advertisers an integrated service. The 


advantages of this are self-evident, but it 1s 
a comparatively recent development, and 
it may be of interest to trace briefly the 
ormwin and growth of what 1s but a voung 
industry as British industries gx 

It was only in 1866 that the first dis 
played advertisement appeared in The 
Times, but it was not long before displayed 
advertising became a feature of nearly all 
newspapers. The purchase of space brought 
with it the neht to have the advertisement 
Sct at the expense ol the vendors of that 
space but as displays became more 
popular with advertisers, and planned 
campaigns, with the same advertisement 


inserted in many jou Is, became custom 


ary t was clearly o 


advertiser or his agent if «lentical stereo 


type casts or moulds could be supphed to 


all publications which identical 
text was to appear Duplicates of copy 


ind lavout, corrections in proof and mis 


advantage to the 


prints were thereby rendere cither in’ 
necessary or avoidable 

Advertisement setting thus became the 
nor specialised activity of a number of 
veneral printing offices situated im the 
neighbourhood of Fleet Street with access 


to Stereotyping plants Newspapers as 
well as advertisers benefited from ther 
Serv ice Not only were they (the tyre 


setters) equipped with display types not t 


be found in the normal newspaper compos 
ing rooms, but they emploved Ccompositors 
Skilled in setting display matter Thx 
uverage news hand, constantly employed 
in prcking-up small sizes of tvpe with all 
the speed at his command, was not trained 
for this class of work Nor did it pay the 
newspaper proprietor to install sizes and 
founts of type he did not employ in his 
news columns 

Advertisers, seeking a higher standard 
to give greater effect to their message, used 
the new services with alacrity and paid the 
extra cost without demur The specialised 
advertisement typesetting houses were 
followed by engravers who became expert 
n producing blocks for newspaper repro 
specitically 


for the advertisers and agents and were 


These services were provick 


welcomed by the publishers 


The expansion of advertising brought 
ihout a corresponding expansion the 
newspaper and periodical publishing bus 
nes Retter methods of printing followed 
improved techniques in reproduction wer 
sought and found. New typefaces were cut 
and others imported from the Continent 
Machine setting was adopted. The stereo 
typing foundries thrived 

It was thus that the mechanical require 
ments of advertising created a new and 
specialised industry in which the most 
able craftsmen found a profitable outlet 
for their skill and ingenuity 

At ftorst the three separate services 
developed independently, but as all three 
served the same master their integration 
was a logical step. Just over a hundred 
-ears ago the organisation with which I 
a issociated came into bemg and was 
among the first t provide idvertisers and 
agents with typesetting, engraving and 
stereo and electrotyping as components ot 
an integrated service Though it can claim 


to-day to be the largest organisation of it 


Consultant to C & 
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By CLAUD WYATT 


Advertising and Put Relations 


Layton Ltd 


Before advertis: 


in words and pictures, type must be 


an be presented 


set, stereos and blocks must be 
made. To provide these services 
there has corm nt being a con 
siderable industry, that of the 
mechanics of advertising 

Claud Wyatt tells here how this 
industry was created and how it has 
grown He describes the integrated 
service - pre ss yraving type 
setting, stereotyping, and electro 
typing — provi jed by some of the 
larger organisat $; gives details of 
some recent technical deveiopments 
and hints of n re sensati si] ones 


to come; discusses current problems 


created by 


machineryand labour ; suggests how 


by understan ng and co operation 
customers can make best use of the 
facilities available 

E Deamer 
Lintas, Ltd., 


discusses the same subject from the 


Production Manager 


subsequent article 


agency angle, and suggests steps that 
can be taken by the agent to help 
maintain quality in advertising pre 

duction Through readiness and 
eagerness to use new methods, he 


asserts, the agencies have sourred 


the ‘mechanics’ industry to develog 
and improve its techniques 
kind in the world, it 1s, of cours wcola 


number offering a similar type of service 


all of which can be relied upon f 
‘tandard of efficiency 
* 


show how the mdustry 
endeavouring to improve the service it 
gives and to and its customers to use its 
faciities to good advantage | can quote 
two recent examples. The first is a valuable 
Piece of research for production managers 
ind publishers 

In assessing the relative values and the 
comparative efficiency of electros and 
Stereas four factors are mainly con 


sidered (1) the printing result (>) the 
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The broadsheet ‘Electro « 
various plates most gener 
are given from stereos cas 


impressions from 
life of the plate; (3) speed of pr 
(4) initial cost. According to cir 
production managers differ on th 
importance on which these 
considered 


fer of 


Laytons have issued a broadsheet to 
wive assistance in answering tlic 
“Electro or Stereo?” This shows at a 
glance the printing results to be obtained 
under fair conditions with the 
plates most generally used, together 
relevant information No 
ments of facilities were 
duction of the sheet; all the plates 
ordered and went through = the 
channels and no special make-re 
involved 


question 


hous 
with 
special treat 
used in the pro 
were 


The broadsheet shows four examples of 
prints from different plates made trom the 
same forme: (1) printed direct tr 
plete stereo; (2) printed direct 
moulded electro; (3) printed d 
nickel-faced stereo, (4) prin 
from type and original blocks 

As many newspapers and s 
cals their entire pay 
printing, a “second remove 
from each of the 
printed on the same broadshee! 
a true comparison to be made 

Beneath cach example plate a 
and figures provided by PATRA 


room 
Wat 
trom 


lirect 


periods 
recast hetore 
taken 
example ind 


vable 


nates 
I he 
are approximate and represent crage 
the maximum number of 
be expected from any particula 
follows 
Stereo: Life of Stereo ¢ 

75,000. 100,000 impressions oF 
125,000 
Stereotyping of hall-tones up | 
is practicable for short runs | 


mp 


sprint 
IMpPressions on urt 
reen 
10.000 
impressions on high-grade pap 
Wax-moulded Electro: Lit 
at 300,000. 400,000 impressto! 
print; 400,000 
art. Fine screens up to 150 car 
typed including two, three or 
sets in line or tone, Stereos ¢ 
electros of halt-tones 
screen From a 125 
white half-tone on copper %0 
moulded electros can be take 
hundred wax-moulded electros 
Nickel-faced Stereo 
jMpressions on newsprint. 


from 


scree 


nickel-faced 
stereotyping of half-tones up to 133 screen 
is practicable for runs up to 50,000 on 
high-grade paper 
Type and Originai Blocks Normal life 
300,000) 400,000 
fine line zinco 


impressions on mmitation art 


of half-tone estimated at 
impressions on newsprint 
at 150,000 impressions. Machine-cast type 
vood for 125.000 impressions 

is quoted for 


as this method of electro 


\ wax-moulded electro 


casy Comparison 
typing is still widely used Please note 
however, that wax moulding is now super 


thermo- 


seded by moulding in Layonite or 
(Poly 


plastic in some ot the leading houses 


vinyl chloride) or other 


“grees Y those who are familiar with 
old methods of electrotyping and have 
experienced the “black shop” foundries 
with all their heat, dirt and fumes will be 
the first to appreciate the new system of 
clectrotyping 
(PV 
The 


sharp electros without loss of definition 


moulds such as Layonite 
) as produced by Laytons 

Layonite mould produces clean 
Low press pressure and flexibility of the 
faithful 


without 


mould 
the finest 


who has seen this process against the old 


ensures reproduction of 


screens risk Anyone 


must agree that this, with the fine American 


equipment installed, is one of the most 


remarkable developments of the trade 
This mould ts of interest to those who 
undertaken or who 


have contemplate 


overseas advertising campaigns the 


dollar areas Among its advantages are 
that several clectrotypes can be made trom 
It us light 
that 


protection in 


one mould resilient and tough 


tw the dexree only strawboard ts 


necessary as a transit’ by 
can be set in 
London, the moulds despatched by an 
mail to the | 


aumaitl Advertisements 


nited States or to Canada 


and processed immediately on arrival, so 


that the electrotypes are ready for printing 


within a matter of hours — without loss ot 


time, without mistakes and without com 


plications 


Incidentally, typesetting ts usually stereo 


typed for Press purposes, therefore you 


are advised not to choose rare (and 


rreplaceable at the moment) typefounders 


ty for this kind of work 


November 


The reason for this ts that in stereotyping 
a flong ts used for making the matrix from 
which Even with the 
vreatest care there is a limit to the amount 
of punishment that any type can take in 
this process and in the drying-out process 


the cast ss made 


which follows 

Production managers are therefore en 
couraged to specify a machine-cast type 
where possible, thus enabling new type to 
b This results in 
letters) and 
The assurance that 
every piece of type is actually “type-high” 
and of perfect valuable contri- 
bution to pre-makeready —a quality that 
expresses itself practically when the forme 
is on that machine in the pressroom 

Another more recent development is the 
use Of brand new bases in every setting 
this uniformity and a 
precision never possible when blocks are 
mounted on worn bases which may have 
been used in the stereo of electrotyping 
dozen naturally 
results in surface damage and shrinkage 


¢ used for every setting 


cleaner proofs low 


deeper clear-cut casts 


lace iS a 


ensures absolute 


process a times this 
inder pressure which makes itself evident 
In printing or plating 


No’ a word on photo-engraving, the 
rt involved in which are fully 
understood only by the few: others know 
them; 


iees 


something about some ol many 


CLAUD WYATT 
DISCUSSES 


* 


The relative values and compara- 
tive efficiency of stereo and electros 


The advantages, particularly to 
overseas advertisers, of tre new 
thermo plistic electrotype roulds 


* 
How to obtain unusual effects by 
variations of screen technique in 
process engraving 


Probable trends in the develop- 
ment of colour reproduction pro- 
cesses 
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know something about one of them. It is 
doubtful whether the average practitioner 
iS fully conversant with the wider aspects 
of any of them, for process engraving 1s 
more than “making a block type- 
setting” is more than the setting of type 

How its it possible to use the photo- 
engraver’s service to the best advantage? 
The what it 
offers and then estimate intelligently how 
best it can help in individual problems or 
even in ordinary run-ol-shop jobs 


just as 


proper way is to recognise 


Few of the men and women responsibk 
for one or other of the many 
take full 
service offered 


mMtricacies of 
production advantage of the 
Take blocks, for example 

the majority know how to order a half-tone 
and to stipulate such-and-such a screen 
according to the quality of the paper on 
They know 
of the block re 
quired by putting on the back of the copy 
the usual 


which it is proposed to print 


how to indicate the size 


pencilled diagram and written 


instructions They know a lot of similar 


elementary but necessary technical details 


but when it comes to a question of pro 


ducing an unusual effect by technique such 
as screen variations they are only too often 
at a loss 

For example, a vertical screen can be 
used instead of the usual 4$-degrees screen 


This 


technique, for certain subjects, is a pleasing 


ingle in a photographic study 
though 
some people preter one and some the other 


departure from the commonplace 


This is just one of 
that 
pursun of the 


those simple yet 


effective servic es can readily be 


obtained in unusual effect 
yet it is one that 1s not used to the extent 
that it might be person 


responsible about i of 


either because the 
knows nothing 
hesitates to ask for it for lack of technical 
knowledge 
In the 
would not be embarrassed 
for he ts 


latter the photo-engraver 


by the 


Case 
inquiry 
there” to give service and in this 
Pleased to think that he 
to do 
little out of the ordinary 


case he will be 


has been called upon something a 


it will show him 
that someone is learning to appreciate his 
Services 

The above is a that 


simple example 


could be multiplied times over 


many 
Another unusual process is that of wavy 


line technique This is often taken for 


scraper board and might with advantage 
te used than it is Perhaps this 
inspire make inquiries 
It is certainly reminiscent of scraper board 
but all that a 


more 


will someone to 


photo-engraver needs in 


order to get the effect is a wash drawing 


The camera and the craftsman transform 


the drawing into a quarter-tone with two 


variations from the ordinary screen 


formed by wavy-parallel lines running one 


way only (instead of the standard screen 


of two-way rulings crossing at 90 degrees) 
and the technique of retouching a screen 
bromide 

The result is an unusual effect to obtain 
which the photo-engraver will be glad to 
co-operate. This wavy-line technique has 


more than one advantage It can be 


economical by saving the 
expensive line 
able consideration ts that it is capable of 
kinds of 


including all grades of news 


cost of an 
drawing and another vahk 
effective reproduction on all 
coarse paper 
print 
This 
wash drawing otherwise than by orthodox 
requires a 


orminal to 


technique of reproduction of a 


half-tone particular type of 


work on, and the photo 


engraver will gladly give advice on the 


type required 
Tints and Stipples' 


know about them 


What does that 
all? He could 
hardly know everything because there are 


layman 


more than a hundred-and-a-half of them’ 
Lsed with experience and discretion, tints 
and stipples can provide the highlights and 
the interest lacking in a “straight 

block, but it skill of the 
craitsman to lay mixed tints with accuracy 
This 
desideratum the 


often 
line takes the 
and this can be had for the asking 
iS not an ssible 
service 1s there 
If life were longer, advertising production 
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men and wome 
mill and learn thes 
themsely es To the 
have done this 
to acknowledge t! he master-crafisman 
photo-engraver ki s far more than can 


ould go through the 
and other things for 
credit, some of them 
ye they would be the firs: 


ever be learned | vutside the charmed 
circle 

It is a charmed circle 
doubt about that, and 


circle ts pust thes 


let there be no 
the creed of the 
thful Reproduction! 
Those two words « sip smoothly from 
the tongue, but + to what 
they say 

gives 


vue entitled to 


that he does not always get in return 


mean just 


photo engraver 
and he is 


good ser 
something 
His 
most urgent request is for good copy and 
foolproof mstructions Everyone knows 
(or should know) that the sive of a finished 
block be a reduction of 


ment, in proportion of the orminal copy 


may an enlarge 
vet, difficult though it is to beheve 
people width 
impossible proportions have 
it both with 
the ordering of blocks should be familiar 


it some 
and depth in 


y au 


connected 


stipulate 
cant 
ways! Everyone 
with the orthodox diagram which shows 
that any 
corners on a 


two rectangular shape; having 


common diagonal are in 
exact proportion 

One common and age-old complaint of 
the photo-engraver ts that often instructions 
are written on the back of the photograph 
or fine drawing with a heavy hand, hard 
pencil through the 
and practically ruining it. It 
hard luck on the 


takes a pride in his work 


marks showing copy 
certainly 
operator who 


it +s hard luck 


camera 


on everyone else too 
course, knows the 
technique by which alterations on drawings 
and the 
should be 


Every artist, of 


should be made technique of 


patching, which carried out 
before being sent to the blockmaker 


* 


\ THAT of colour reproduction? At thes 


Stage no one can say with any degree 


colour 
except that 
colour photography will be used more and 


what lines the 


will 


of certainty on 
advertisement develop 
more im advertising m the same way as 


Technicolour and similar processes are 
being used more and more in the making 
of cinema films 

What can be said is that whatever hap 
pens with colour the photo-engraver will 
be one of the key men and this will be the 
case whether colour photography 1s used 
(as it often is mn advertising) in depicting 
branded | and 


goods, textiles 
machinery of colour 


displays of 
industrial whether 


drawings are used in one of thew most 


arresting fashion advertising 
here Vivacious 


appeal as 
more 


forms— in 


and glamorous sales- 


created by a skilful artist 1s 
valued than fidelity tr 


The three main printing processes involve 


depiction 


> 
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differences in their use 
graphy and no doubt 
lithography and colour-gravure 
down further challenges to c 


of cok 


colo 


press, which, with the use of three 


and four-colour blocks, give 
that no other process can give 
etcher, of course, is responsi! 
and of no craftsman in the yg 
a higher standard demanded 
and no doubt with good reas 
the 
letterpress against Competing 

However that may be, « 
not made in a 


colour etcher 1s main 


are 
skilled camera operators are a 
own right Every 
publisher knows 


advertising 
every 


why there ts such a serious time 
the ordering and the deliver 
blocks. Colour masking is so! 
the problems involved, howe 
the 
customers for an intelligent 
the the 
patience that 1s duly rewarde 

Some expert opinion is th 
supersede black and white fo 
of pictorial reproduction ina 


credit is due to 


facts ol shortage 


being too early to say which pr 
will take the lead — and there 
revolutionary developments 1 


| te VER, letterpress ts 
from being dead! [tis interes! 


that the Flectrotyping and Stere: 


Federation and the t 
Master neravers 

represented on the 
with the preparation of the Brit 


Three-colour 


ployers 


Process 


hour colour and 


Process Inks This Britist 
(B.S.1480. 1949) was appro 
Printing, Stationery and A 


Standards Committee and pul 


the authority of the General 
September 21, 1949 It was 
the request of the British bx 
Master Printers and 1s regars 


the greatest steps ever mack 


completest co-operation bety 
ink manufacturers and prox 
for the production of block 
printing together satistactorily 

While on the subject of cok 
may be made to a frequen 
by orderers of colour block 
mercial application of cok 
shrewd 
values of different hues as we 


understanding ot 


ledge of colour vocabulary 
duction of colour blocks 
irreparable blow for 
maker is asked for a shack 
colour when in tact a tint 


two, of course, are quite of 
A tint is 
a colour with white added 


1 heht tone of a 


day Thx 


that | 
acute shortage of colour etche: 


COMM 


parkle 
olour 
this 
aid 


vat the 


sark ol 


etchers 


the 


ind 


hetween 


photo-en 


\ 


ne of 


1 great 


ravers 


w othe 


or will 


t forms 


is a darker tone of af 
vith black 
k vour blockmaker' 


added to it 


* 


| ET it not be forgotten that the progress 


dmade by the mechanics industry 


since the end of the second world war has 
been achieved in spite of great difficultic 

mainly the shortages of modern machinery 
and labour Labour the greatest 
stumbling block and the industry's physical 
stretched to 


the 


capacity is undoubtedly 


breaking point and this in davs of 


limited advertising space due to shortage 
ol newsprint 
Shortage of labour in process engra’ 


is as difficult as in composing but made 


more apparent and acute by the fact that 


takes a team of six men, each skilled at 
particular task, to nake every block, 1 
operator, printer down. etcher, engra 
router and mounter. The absence of one 
van from this team ts sufficient to hold u 
progress throughout a production unit 
JINALLY, let us look to the tuture I! 
|: the whievements ittarned by the 
mechanics ndustry, spite of the 
Merruption caused by two world wars 
invthing to go upon there is no need lo 
pessimism. Pick up any British periodical 


agasine or Newspapel 


t reproductior whether 


colour or black-and-white Ni stu 
mparison with any the orld 
lour, particularly, we have, to put 

conservatively, attained equality with ou 


and the quality o! 


NOVEMBER 


erseas colleagues, and many lavishly 


illustrated and brilliantly produced books 


and catalogues have come from our presses 


n the last five years. This is achievement 
ndeed, and we can be justifiably proud of 
the service the nechanics” imdustry ts 


providing to advertising and publishing 


Let us realise this fully. In the past there 


has been a strange disinterest in the 
echamics of advertising At the Adver- 
tising Association Conference at Margate 
in 1947 only nine people attended the 


Reproduction Session, and at Buxton the 


session had to be abandoned! This should 


not happen again After all, nobody has 
nothing to learn, and mechanics of advert 
tising are of no lesser importance in the 


scheme of things than is the printer, 


publisher advertising agent. Surely it 


vould be 


ind produce advertising to become aware 


wise for those who write, devise 


of the problems affecting tts mechanical 
production 
Intelligent co-operation during the early 


ves of a campaign, can do much towards 


the “rush job which in many 


today 


oiding 
dislocation im an 
overtaxed under-staffed in 

Attendance of the mechanical 
expert at the chent conference table should 
Call in the photo 
all in the 


cases causes 


already and 


dustry 


hecome a practice 
engraver and the compositor: ¢ 


printer’ In the long run, benefit to agency 


Only if at every 


of the 


ind chent wil rwcrue 


tors and crattsmen 


stage the crea 
dvertising industry co-operate with a real 
inderstanding of cach ther's problems can 

best 


the “mechanics vdusts ve of its 
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Creative work must pass 
one all-embracing test 


HE development and progress of 
the printing industry and the change 
and of advertising 
Presentation have gone forward simultane 
ously. Which of these two industries has 
acted as a spur on the other ts of no impor 
tance 

One thing ts certain, any printer who had 
method of 


developed a new or novel 


presentation or printing, found a very 


fertile held among the advertising agencies 


Through this readiness and eagerness to use 
new methods the advertising agents have 
further 
development of these methods and given 
the printing industry a greater 


given a great stimulus to. the 
incentive 


to employ its own backroom boys’ 
Further developments 
which now pro 


founding of P_A.T.R.A 


vides the printing and kindred trades with 


have led to the 


a team of screntists and printing experts 


to study the modern print 


in all its aspects 


problem of 


These developments have become poss: 
ble by the increasing use of printed matter 
proportion has been 


of which a large 


brought into being by the increase in 


advertising aS sponsored by advertising 
agencies and advertising departments of 
the manutacturing and selling companies 
The demand from these sources will always 
be tor better printing 
* 

The increase in business and demands 

for better results has had its repercussions 


within the advertising agencies. The control 


of production matters has developed from 


the man with an order pad. whose only 


the 


concern was ordering of electros and 


stereos To-day we have production 


managers and departments to keep a 
critical eve on all stages of the work from 
the creative team to its appearance in print 
The need and function of these depart 
ments iS appreciated by modern ad 
vertising agencies 


\ production manager must have the 


complete confidence of the Art Director 


In fact, these two people effectively control 
the production side of the agency and form 
the nucleus of the team work essential for 
the production of first-class material 


The persor 


responsible for the business 
of production must also have the complete 


conhidence ind respect of the various 


supply houses he uses, and he should know 


about their 


capacity and methods as they do themselves 


almost as much problems 


As we in advertising are constantly 
demanding an improvement in quality of 
work trom the suppliers, it seems logical 
to assume that the standard of material we 
ask them to work from should also continu 
ally improve. The more perfect the work 
the better the result! 

The place to initiate progressive stand 
Most 
visualisers to-day have a good knowledge 


ards is in the creative department 


of what can and what cannot be produced, 
but the visualiser should always make full 
use of the production manager's specialised 
knowledge. The latter ts going to control the 
quality of the subsequent production in the 
Press and he should know the object and 
thought that is behind the creation of the 
idea. Only in this way can he know whether 
or not the art work 1s correct for the 
production of a block 

He, in turn, should see that the process 
manager is equally well informed at the 
beginning of each new series and give him 
every opportunity to understand the style 
of presentation being used. Let us help 
him in every way we can and not send 
along work which may leave him wondering 
and wandering 

A piece of art work must pass one all 
embracing testis it possible to obtain 
from it the result required? [f not it must 
be sent back for amendment. Admittedly 
lighten this a 
‘strengthen this part” can be 


minor adjustments such as 
little” of 
carried out by the process engraver, but does 
his conception of “lighten” and “darken 
agree with yours, and can you take him 
to task if he makes it too light or too dark? 
This would hardly be fair. The risk, small 
though it may be, has been taken know 
ingly and blame must rest with the person 
who asked for the amendment 

All line work must be in a good clean 
black and have a strength of line sufficient 
to photograph print down on metal, and 
give the etcher a chance to retain it in 
correct proportion Retouching of fine 
line work by painting-in on a plate does 
not give such a satisfactory result as when 
correctly produced on the negative. Fine 
craftsman though the engraving retoucher 
is, the result generally appears to be thicker 


and has not such a clear line 
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By E. DEAMER 


Production Manager, Lintas Led 


Tr agency product nanaper must 
the ymplete confidence and respect of 
var s supply houses he uses, and s? 

wa st as much at it their problen 
apacity method as they dé 


Wash drawings are an ideal medium for 
coarse screen reproduction, providing the 
conversant with the 


involved He keep his 


artist Process 


should colour 


variation well defined and not indulge 


m too much fussy detail An oriminal 
with too much detail will, on reduction 
produce a muddy result on the block 

The increasing use of studio photography 
in advertising has brought tts problems in 
reproduction The photographer 


may consider that his 


quite 
rightly as he sees it, 
prints are perfect for reproduction without 
further retouching, no matter what screen 
value 1s going to be used. As there are 
known limitations of tone rendering be 
tween coarse and fine screen reproduction 
separate originals must be prepared for 
both ends of the scale to make good this 
loss in reproduction. Retouching must be 
done, although obviously it should be kept 
to 4 minimum 
* * 

The introduction of colour photography 
transparencies and flat copy has now im 
further call upon the 
This new method of presenting 


posed a process 
engraver 
art work has been handled in the most 
encouraging manner by all concerned. In 
dealing with reproduction — the 
limitations of the process should be kept 


colour 


constantly in mind by the creative team 
However, it does not follow, of course 
that in trying to assist the process engraver 
On the 
contrary every possibility of reproduction 


the difficult job should be avoided 


should be employed, no matter how 
intricate or difficult it may be 

One thing the engraver in the specialised 
house must constantly remember This 
ws that the bulk of the work ordered by 
the advertising agent will not be used to 
print from, but only for the purpose of 
supplying 


clectros and stereos to the 


various publications on the media list 
Therefore, depth and cleanness of etch are 
of paramount importance to the agency 
and foundry manager 


The decision to use clectro or Stereos is 


one that rest 


on the production manager 


VER N 
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he being IN Possession of i int 
information, Le type of w he 
moulded, suitability of either amd 
the use to which the duplicate ig to 
be put 
When supplying materia Press 

some thought must be gy con 

t ditions under which printing place 
High speed machines, wit! w no 
make-ready, poor quality when 
these factors are considered PV tous 
that only the best material nough 
to ensure first-class results 

<i 

4 In a further endeavour to a supply 
house, and also to obtain results 

i it has for some time beer sary to 
employ typoeraphers The uraphers 
must have a complete und ling of 
the intentions of the visual ul work 
closely with him Apart | the type 
selections, the mtroduction he typo 
grapher has made it pos supply 
accurate type layouts, n up mia 


The 


Left 


sells 


Cut-out © Queen of Stouts window display 
{ Watney Coombe Reid & Co. by Alfred Pembertor 
Comment. A s'riking splay The Queen, wit? her 
; rown. tas covsiderable a tention value, and the whole 
j s an agreeaSly humorous invitation to Duy No fault 
Left Style and Winch Lear showcard designed a 
duced by Pressprint Publicity (Kent) Ltd 
Lo nent Much ¢ has gone no the product 
showcord tha! w he curiosi'y of those who are 6 
er pint Rhymes and drawings in the style of Edw 
re we ne Ww te feo buff for the 


Right 


display 


Comment 


the brand name 


Comment 


be t 


way that inte ligible to the compositor 
Thies has eliminated many expensive and 
time - wasting revisions and == resettings 


The most common of these were the mark 


ing up of wrong type sizes, resulting 
either over-matter or too much white 
space, or the selection of a wrong type 
face. Experience has shown beyond doubt 
that the compositor is appreciative of a 
good, clean, accurately prepared layout 


Though this means more effort, it results 


in a better and quicker job” and a greater 


degree of co-operation 


What further steps can be taken by the 


advertising agent to promote quality 


rdvertising production” 


in 
essential is 


the planning of all production work, both 
inside and outside the agency so as to allow 
sufficient time for each phase to be com 


pleted without rush. Only in this way can 


the highest quality workmanship be en 


sured 


This need in no way slow the process of 


production, but can in fact maintain the 


veneral flow of work at a reasonable speed 


POINTS ON POINT-OF-SALE 


London Store 
recent display pieces 


manager of a 


views on some 


Biro single pen display unit, designed by WM 


Majo, produced by London Industrial Art Ltd 
Admiratle sales aid 


and its vertical line coxtrasts well 


Evans’ throat pasti'les showcard produced by 


Ltd., for overseas display in various languages 
Standard layout with change of languag 
international faces a economical scheme 
in patent medicine advertising—to show ‘Ss. 
yw ** the cured Many people pi mp for the latter 


sparkle 


gives 


Pen direc’s the eye straigh: 
with 
horizontal grey and white line pattern silk screened on the base 


intary 


produced for 


ind make the handling irgent work 
much easier 

One likes to feel that during the period of 
time in which the various craftsman handle 
they are in effect tem 
that Ther 


willing co-operation and assistance makes 
work pertect 


the agency s work 


porary members < agency 


production tean 


One tinal observation. Under post-war 
conditions it has become necessary to 
increase the number of sizes of a given 
sdvertisement in order to achieve a com 


parable coverage to that which was norma! 
the 


It is suggested that some steps might be 


procedure in immediate pre-war years 
taken to alleviate this position by standar 
dising the column width and space in the 
various classes of media 

There be 


provement in the best-planned production 


will always room for m 


system, but as long as those on both sides 
of the fence work with a clear understand 
ng of the other's problems, progress should 
not be difficult 


his 


de j 


to 
the 


Mullard dealer cut-out produced by 
Harris Advertising Ltd. and publicity de- 
i partment, Mullard Electronic Products 

Ltd 
f nent Good idea to use 6.6.C. televisior 
“ re but arrow obliterates part of it. Shape 
ttle volved. Slogan seems to state the 
“ produces the reaction Why 
rlyis M a pleasure 


i 
-such a pleasure eS 
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TAKE A LEAD FROM NATURE 


Colour & Protection 


We can learn a lesson trom Nature by remembering that she never works in a 
dull monochrome. Colour is important in Nature to protect her riches. So, in 
r, is a planned pack that will have a long shelf-life, and which affords 


complete protection. Our specialised business is able to solve such problems. 


We print many excellent and varied packs in our up-to-date Plant and arc 


alw iVys experin cnting and constant perfecting products that will help to sell 
your goods... labels ll descriptions, including tour-colour can labels... 
artons in letterpress, litho and gravure... bags and wrappers of all types, and 

closures and windows...tilm and foil laminates and otherwise. An ex- 


<esearch Department is maintained to help you. Why not ask our advice ? 


BROWN BIBBY & GREGORY LTD 
Colour Printers & Packaging Specialists 


London Office : 9 Grafton St., W.1. Tel ; Regent 2506 Registered Office & Factory : Speke, Liverpool 19. Tel : Hunts Cross 133! 
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Masters of the Mechar 
of Advertis ng 


abcdef ghijkimnopqrs 
ABCDEFGHIJKLMNOP 
abcdefghijkimnopgrstuy 
ABCDEFGHIJKLMNOPQRS 


abcdef 


ARCDEF | \Y YNS 
1S. 


LAYTON service LAYTON service LAYTON service 


In Britain—wet tlong, but 


LAYTON service LAYTON service LAYTON service 


LAYTON service LAYTON 


LAYTON service service 


cs A new bold foce f yton type charts ensure 
| &§ 
bes : 
= 
ty 
\" 
x 
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LAYTON service 


Day and n ght deliveries 


fo give y better Service 


A yt 


LAYTON service 


LAYTON service 
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‘ pT 

YEARLY since 1940 this Company Ii ponsered an infor ‘ 

promotion campaign with two specific aims set as objective 

first, to help and give assistance to young men and women 


lesperately anxious to “'Rnow hou engaged in the produc 


fron Of advertising and printing. See ndly, to he Ip bridge the 

null benween artists and designers —the creators of advertising 

and printing—and those upon whom re sponsibility for faith- 


j 
ful reproduction must ultimately depend 


Alongside are a few typical adverti coments from this pro- 
motion scheme, but the real werth of our campaigning can be 
measured by the demand for reprints of both black and white 


‘Colour reproduction” has been 


and colour advertisement 
reprinted ten times, making a total of 12,500 LMMPresstons ! The 
first, second and third books of black and white reprints have 
long since been O.P. and a 2nd edition of the fourth book | 
now in work! 

That we should—in addition—have many requests for 
‘works tours” was expected and planned for: and here, at 
Standard House, we now have an Information Officer whose 
work includes th arranging Of visits, talks, demonstration of 
micchall cal mid pret of ke cri} rite 
literature and technical advice and information whenever 


required 


f and are invited to 
make use of this consultative service : it is here for you to use 

and the more wots used the fewer hazards there wild be to 


mar or delay the all-important task of faithful reproduction 


TANDARD HOUSE « FARRINGDON TREET LONDON E.C.4 


GRAMS: LAYTON 


‘ 
2 
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| 
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fe 
Layton 
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TELEPHONE: CENTRAL 2020 . PHONE LONDON 
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Artwork and photography 
are partners in service 


RTWORK and phot should 
be regarded, not as two ct and 
separate means of obta lustra 
tions for advertisement purp but as 
partners in service to the advertiser. They 


ho often 
have their individual jobs t but who 

without 
ndividual 


are not rivals, but good friend 


can live and work happily tog 
im any way sacrificing the 
achievements 


It is in the preparation lustrations 


that their complementary ture comes 
into play, and, so employed, they must be 
judged on the quality achieved in reproduc- 


tion rather than on the artist 
the oriminals 


quality of 
remember 
will be on various grades of paper and by 
printing of varying method and qual.ty 
The gallery picture and the salon photo 
graph each has its sphere and 


Reproducti 


inction, but 
suitable for 
daily paper 

So comes into operation the craft of the 
retoucher, probably the one most widely 


rarely (for example) ts eithe 
Coarse Screen reproduction i 


used between artist and photo- 
erapher 
Most photographs for repr iction need 


retouching. [ts a technique which in no 


way imphes deficiency on the part of the 
photographer The loss of values due to 
screening for blockmaking invariably de 


grades tones and detail, and ret hing 1s 


an excellent method of counteraction 


provided it ts well done The skilled re 
toucher is one of the commercial photo 
graphers best friends, but the heavy 
handed one is a menace ever t « feared 


Retouching is successful in Proportion to 
its invisibility in the proof 

The retoucher can solve many difficult 
problems The dish-washing machine 
illustrated ts a good example of a rescue 
by clever retouching A picture was 
needed of the machine in use, but the only 
machine available was the prototype at the 
factory not yet in its final form The 
picture was taken and the retoucher worked 
the transformation shown 

The use of strong lighting, needed to get 
sufficient contrast, often creates its own 
problems of dazzle and reflection, especially 
on highly polished surfaces Hours of 
patient rearrangement may eliminate some 
of them, but (to coin a phrase) time is 
money The good retoucher can remove 
those blemishes from the print in a few 
moments 

To give one further example of what the 
combined effort of photographer and 
artist can achieve in this way, a very long 
machine, assembled in a factory, was un 
photographable because it was impossible 
to get more than a fraction of the complete 
machine on any one exposure. [n all. some 
seventy photographs were taken, section by 
section. The artist pieced them together, 
corrected perspective, removed tangles of 
back ground ties and intervening pillars and 
produced an excellent finished job 

One problem which often arises when 
press dates are drawing near is the con 
Pletion of a number of sets of colour 
blocks from the one original drawing 
Here photography, using the “Ektachrome”™ 


By R. F. CRUX 


Sales Director, Studio Briggs Ltd 


The combination of artwork and photo- 
graphy is nothing new, but, skilfully handled, 
it can achieve a freshness and element of 
surprise often lacking whenthe twomediums 
are used on their own. 


The fabric was arranged in the 
studio, photographed masked, 
etouched and copied 


4 


The artist worked the py 
print transforming it this 
striking comp site for four-co i 


reproductior 


This was the best the phot: 
do, working in difficult 


apher could 
mstances 


The finished result, after the retoucher 
had worked on the print | 


By « tesy of Starnes Kitchen pment ¢ Led 


process, can produce any number of 
duplicate originals suitable for reproduction 


Talking of colour, there is a fruitfu 


held here for the close co operation of our 
two mediums. Intricate pattern and deta 

of fabric designs for cxample pose ar 
almost impossible proble for the artist 
The photographer can record — then 


perfectly, but the 


nay De a doubt eve hor wert 
colour photography. Combine the two 
black and white Photograph and hand 
colouring, and vou get a t beyond 
criticiss 


(Continue 
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The case history 
of a trade-mark 


Extracts from a letter from tf nn and 


Fletcher, Lid, manufacturers 

and novelty warp knitted of 
Nottingham, to Edward Bis/ BA 

‘ FE have been given y ime by 


the Council of Indu Design 
who we asked to intr e us to 
; someone who 1s likely to be a » devise 
; a design suitable for use as a le-mark 
The general registered na: shich we 
- apply to all our fabrics is ‘I Fabrics 
——/ 
by 
x The rigina rade 
We want these word lrawn for 
subsequent printing in suct rm that 
they may be used in various 

(Clip-tops, swine tickets f oon 
the ends of pieces of fabric, a material 
and advertisements were son j iy, 
listed) 

‘A large proportion of o les are 
overseas, and the stvle whict ised 
therefore, must not only be rea cutble 
but must also be cupable of be nder 
Stood by those not partic well 
acquainted with English script 

(Note that this manuta “ eal 
view of his objective and vi “un” 


limitations as a desiene f 
and that he went to th 
Desien 


wrvice 


in touch with desieners.) 


In his reply, accepting the ssion 
Edward Bishop asked for mo ition 
in four questions 

1. Has the name ‘Fryma | s been 
desizned and used by you e past’ if 


please send ¢ sample 


Do you wish the new t k to 


be contined only to the na 
Fabrics, of 4 
Would vou agree to tt irk 
being designed with some ce idition 
to the words ‘Fryma Fabrics 

Hf vou agree to No 
any assocritions which could t 
or used as a device and | . 


gestions on which these 


should be based. (For example, shall we 
Say, a Pair Of Culler’s scissors, an animal or 
a bird or any subject which will lend itself 
to illustration yet which is closely as 
sociated with your organisation) If so 


please let me have a description and if 


| 


ERYMA FABRICS 


possible a rough pene drawing — a crude 
sketch would be quite sufficient 
If a large proportion of vour sales arc 
overseas | strongly recommend to vou th 
Ol which can be recognised 
im anv country whatever the language. b 
ill readers at all times 


The answer to thes letter told Mr. Bishop 
that the firm had three trade names in us« 


m addition to bry and that it would be 
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useful if the stvle of the Fryma trade-mark 
could be adapted to the other words later 
It continued 

We like your idea of desizning a symbol 
When 


desizning both these vou will, we are sure 


as well as lettering for the words 


bear in mind the desirability of avoiding 
anything that will date too quickly 

Instructions were given regarding specitic 
ses to which the trade mark would be put 

ith the important condition that it might 
have to be attached to pieces of fabric 
handled by distributors who would accept 
1 symbolic trade mark but who would 
prefer that the manufacturer's actual name 
should not appear Then came these 
iphs 

One purpose for which we shall use the 
lesign when it has been approved ts for the 
production of something to resemble a seal 
which we want to be able to attach to the 
tape or ribbon which we wrap round the 
pieces of fabric 

We like your suggestion that some 

fevice might be employed in addition to 
We have at 


the moment no suggestions to offer as to 


the words “Fryma Fabrics 


the lines on which this device can be 
olved 
Specimens of the Fryma Fabric registered 
irk accompanied the letter It consisted 
of the two words written in a formal 


‘Regd in 


penscript with the letters 


( on page XX ) 


¥ 
ted tr the rresp lence etwee 
esigre with a linking con 
4 trated with step-by ster 
sketches 
re * 
| 
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Three of the experimental sketches 
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LETTERING 


= 
> 
p= 
4 
m 
o 
x= 
=z 
tor all we know there may be some ver 


good reason why you want your name kept out of the 


way. On the other hand, many people have taken our advice 


about ‘signature’ papers with good effect. For them we have 


designed and printed individual box papers, carrying thei 
name, their monogram or some special device. Symbols that 


provide your faith in the goods you have to sell and thus 


inspire distributors to handle them with confidence and 
qually important, provide brand recognition to the ultimate 


buyer 


The cost is not high, and reprints come very reasonabl 


vecause the cost of the blocks 1s covered in the initial order 


SANDERSON 


make 
‘Signature’ papers 
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HE utilisation of fluorescent colour 

in the preparation and rm 

of works of art is witho 
greatest innovation that has tab 
commercial work during the 
yet it is fair to state that the ¢ 
the work is as yet in its very « 
of development. A vast field 
available for exploitation by those con 
cerned with interior 
decoration and commercial art generally 


duction 
foubt the 
) place in 
decade, 
hnique of 
est Stages 
tivity 


publicity, disy 


if they are prepared to accept the obvious 
limitations of a new but trul 
medium 

Pefore considering this practical aspect 
in greater detail, it is necessary to give the 
reader a rough idea of what ts meant by the 
term “fluorescent colour’ 


marvellous 


The phenomena of fluorescence and 
phosphorescence 


the name 


often conjoined under 
“luminescence have been 
known to man from the very carliest times 
They have teen studied by naturalists in 
living organisms such as glow-worms, 
fireflies, fishes, etc 
from the 
organism, quite apart from that which ts 
reflected from it under the action of day 


where light is emitted 


substance composing — the 


light 

It is common knowledge that the 
colours we normally see around us are 
those which remain from the various 


constituents of white lizht falling upon the 
surfaces we sce. Some of those constitu 
ents are absorbed and converted into 
heat but the rest are reflected back from 
the surface and enter our eves to produce 
the visual impression of colou 


With luminescent boddtes the 
colour is actually gencrated whace 
we see. Each separate molec i source 


of light—a source usually energised by 
being subjected to the influence of ultra 
violet rays 

In addition to this self-wenerated colour 
the body may also have a normal of 
“daylight dependent upon the 
usual process of reflection which may te 
quite different in hue and in tone value 
As often as not, the appearance of fluo 
rescent pigments by normal light is pure 


colour 


white or off-white with only ery faint 


suggestion of the vivid: colo shich it 


You are pair. ing 
not with pigments 


with lights, 


assumes a8 soon as ultra-violet rays are 
played upon it 

Most substances exhibit a certain amount 
of fluorescence when submitted to ultra- 
violet ray bombardment, with all normal 
light excluded, but in general this is 
exceedingly faint to the extent of being 
completely eliminated to human 
when seen under ordinary circumstances 
There are 


vision 


however, a few chemicals 
varying widely in molecular structure 
which exhibit a very pronounced fluores 
cence when energised by UV rays, and 
modern research has enabled some of these 
to be produced synthetically and in 
corporated in suitable compounds and 
mixtures for use as pigments for more or 
less normal painting and printing processes 
At this point, perhaps, it might Fe 
propitious to ask ourselves the obvious 
question, “Why go to all the trouble otf 
producing these special pigments— per- 
haps at prodigious cost-—with all the 
paraphernalia involved the use of 
ultra-violet lamps, when every artist hes 
already a complete 
pigments at his disposal” 
* * 


range of daylight 


The answer lies in the fact that the 
effect produced ts entirely different from 
that which you get from ordinary paints or 
inks which reflect the incident light. The 
mere fact that the colour emanates from 
the surface of the picture provides an 
entirely new set of values to the eye. Not 
only is the brilliance much greater than 
that of daylight colours, which depend 
upon the ilumination 
falling upon them, but also there are other 
which apply, and other 
which can te produced 


intensity of the 


factors effects 

First, the sense of perspective ts enorm 
ously enhanced Because the colour 1s 
not being reflected from the surface of the 
picture, you cease to see the surface of the 


picture as two-dimensional reality 
Instead, you can te said to see the picture 
with the full stereoscopic effect of normal 
vision applied to an object or a scene of 
three-dimensional solidity 

Secondly, different colours by virtue 
of ther wavelengths tend to 


assume different planes of vision when 


differing 


Placed upon an appropriate hackground 
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By C. K. SHAW 


Managing Director, Shaw Signs 


et 


Thus, on a background of black, the reds 
(having the longest wavelengths of all the 
spectrum range) stand right in front of the 
plane of the sign or display, whereas the 


blues (with the shortest wave-lengths) 
stand behind it. The yellows and greens 
fall at varying depths in_ between 


providing always that the choice and 
intensity of the colours on which they all 
lie are suitably made Thus the skilled 
commercial artist finds that he can produce 
effects of realism and of brilliance into his 
work which are often startling and unob 
tainable by ordinary methods of painting 


Perhaps all this seems too good to be 
true. Well, there is another side to the 
picture, from which it will perhaps be 
apparent why it ts not merely a matter of 
buying one kind of colour instead of 
another and setting to work to produce 
those gasps of 
which invariably 


ill-concealed excitement 
follow the display of 
your fluorescent masterpiece to the un 
initiated 
To start with, all your accumulated 
experience of the mixing and blending 
of colours is virtually valueless. You are 
no longer painting with pigments, but with 
lights and the process ts exactly re- 
It is no longer subtractive in its 
effects, but additive 


versed 
The nett amount of 
colour at any one spot of your picture ts 
no longer the result of subtracting some- 
thing (by absorption) from the white light 
in which you work—but of adding one 
coloured light to another to produce a 
different one! 

As examples. and surely sufficient to 
drive a normal artist to drink or lunacy 
let us suppose that you want to produce a 

Normally. you would take, say, cobalt 
or prussian blue, and add to it a suitable 
amount of yellow-—say perhaps aureolin 
or cadmium yellow — and vou would be able 
to get anything you wish from a deep 
viridian to an apple green But mix 
together your blue and yellow fluorescent 
colours and green is the last thing you will 
ever get Some artists use a mixture of 
green and red to make a black, but a 
mixture of green and red 


( continued on page 


fluorescent 


sll 
who discusses here 
re ent commercial art and 
‘ rot volv A ’ ated 
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HALF-TONE SPECIALISTS MULTI-UNIT DISPLAY MAKERS 


THE 


LONDON 
FIRM. 


OF SILK SCREEN PRINTERS 


QUES 


MOUNT WORKS - 96 UPPER CLAPTON ROAD - LONDON E.5 - TEL: AMHERST 2311-2 


for 


6BRILLIANT e ARRESTING 


The only continuous Projection 
Machine designed to operate in all 


| 

} 

| 

- lighting conditions — including 

ag SHOP WINDOWS by day and 

night — with perfect controlled 
screen illumination. 


PORTABLE e AUTOMATIC 
OUR LATEST DEVELOPMENT — CONTINUOUS PROJECTION OF STEREOSCOPIC PICTURES 


Please note our New Address 
STANDARD MODEL SHOP WINDOW MODEL 
SCREEN SIZE: 20°» 15” 12". 9" CRANE AUTOMATIC CO. LTD. 
18 PICTURES: Black and White or Colour or Stereoscopic |} HONG KONG WORKS, EXHIBITION GROUNDS 
Available for Sale or Hire — Time Switches can be fitted WEMBLEY, MIDDLESEX 


Telephone WEMbiey 5997 Telegrams Mutomatic, Wembley 
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Continued from page xiv 


scraper-board technique, phot: phy has 
long supplied the bleach out p i faint 
impression over which the art rks and 
which is removed chemical! hen the 


drawing 1s finished 


Almost all commercial art ely con 
siderably on photograpt eference 
Indeed, what could be n sensible” 
Live models keep to workin irs, they 
are not always available wher ted, they 


are expensive. Even with stil! vork the 


subject may be imaccessible possible 


to bring into the studio camera, 
going like Mahomet to the + tain, can 
bring back a complete recor m every 
angle, to which the artist ha ess at his 
leisure And if he should { spired at 
two im the morning, his fels ire 
waiting ready at the casel 

Many photographic stud ow have 
mobile high-speed flash equip t, capable 


Case history of a trade mark 


Continued from page xvi 


reverse on a flourish beneath the words 
In its day an acceptable eed conven 
tional, method of writing trade mark 
but in 1950 a long time ou Jute 


A meeting took place in | fon Fetween 
Mr. A. Frymann, managing director ot 
the Company and Mr. Bishop. Various 
ideas were discussed, and Erymann 


took back with him some h sketches 
At that stage the designer thinking in 
terms of using the double intitia I of 
Fryma Fabrics, and in etch had 
formed an of thread ippealed 


to some of the people who took part in a 


conference at the works, but ity was 
not achieved and a report to Mr. Bishop 
concluded with this paragrapt 

The in questiot is based pon a 
working diagram, and we wonder whether 
vou have looked for any hint which might 
te found in the llustratio ictual 
stitch formation which are sh n the 
hooks lett with vou Milune ¢ ot 
our most important product ind we 
think there are Hlustrations of character 
istic stitch of this fabric 

This hint set Mr Bishoy more 
contidently down the patt | symbo 
lism which he had alread ‘ {at with 
more than passing interest 1 se find 
that of SIX: new two were 
desiwns based entirely o Milanese 


warp loop 


One of these rang the be om that 
point all other ideas wer fed and 
attention was concentrated vorking 


out this idea to the best ct! 


The Milanese stitch cor a loop 
from which the two ends t different 
angles The chent sent Pen 
sketch of which he said 

“You will notice that we e distorted 
the stitch slightly so that t . are in 


Artwork and photog: phy are partners 


of capturing the instantaneous the tennis 
ball flattening as tt meets the racket, water 
suspended in mid-air as tt pours from a 
jug. You want a drawing of a man and 
woman on the high wire, the woman 
flying through the air, about to grasp the 
hands of the man, who hangs perilously 
suspended by his Knees (you want it 
“yesterday but are prepared to wait 
thirty-six hours). The artist may be willing 
to work through the night, but only 
photography can make his work possible 

Such aids to commercial art should be 
exploited to the full, not sneered at. Used 
with skill and good judgment they but 
lead to artwork of higher quality 

This combination of artwork and 
photography, applied to Press and to 
printed literature, 1s nothing new, but, 
skilfully handled, it still achieves a freshness 
and element of surprise often lacking when 


either 1s used on its own 


line with one another, as we think this 
makes a better symbol than taking them 
out of line as technically they should be” 

They also sent Mr Bishop sketches 
showing how the symbol might be con 
bined with the two “Fs 

Mr. Bishop replied: “1 am not sure that 
you are right in distorting the ends of the 
Milanese stitch to be in line with each other 
and I would like you to give further 
consideration to this point. T have made 
two drawings showing the stitch in line and 
out of line from which you may judge 

Eventually Frymann and Fletcher, Ltd 
came to the conclusion that 

The symbol with the stitch out of linc 

is the better of the two We should have 
liked one or two ‘fs’ to have been en 
bodied in the desian, but we do not think 
any of the suggestions either of us has 
made for doing this makes the result as 
good as the svmbol by itself 

Frequently in the process of evolving 4 
design original intentions get altered or 
overlooked: purposes are modihed—olte 
not rationally but so that some individual 
can get his own way It is the more 
interesting. therefore, to note that there 
was complete objectivity throughout a 
these discussions, and that the fina 
result fulfilled all the oriminal conditions 
The trade mark as finalised is capable o! 
heing recownised by anybody of any race 
it can be used large or small without loss 


of character, it has an association with the 


firm’s business and principal product, it 
will not date, it makes an excellent, simpl 
and easily identified seal, and the firm's 
other trade names can be interpreted in a 
sumilar way to produce a series of trade 
marks all obviously belonging to the same 


family vet sufficiently different 


Novi meer 


Painting with lights not 
with pigments 
Continued from page xviii 


colours provides instead a brilliant yellow! 

\ further difficulty lies in the fact 
previously mentioned— that the pigments 
are almost if not quite colourless by day- 
light. This means that a picture painted 
with them is virtually meaningless except 
when viewed under ultra-violet rays. The 
addition of ordinary “inert” pigments by 
admixture to provide a daylight effect will 
completely remove the luminescence 

Moreover, there is the question of 
permanence to be considered, when one ts 
painting a picture or poster which has to be 
exposed for any appreciable length of time 
to the action of sun and weather. Such 
organic dyes or their synthetic counter- 
parts—as have fluorescent properties are 
ery brilliant but also very fugitive. Their 
luminosity disappears sometimes in only a 
few hours of exposure to daylight 

In general, pigments of crystalline 
formation are more permanent than dyes 
or stains; but trouble ts often experienced 
when they are ground by normal processes 
to the fineness required in a suitable 
medium for use as a paint or ink The 
fluorescent effect depends largely upon the 
crystalline structure, which the grinding 
destrovs 

Research work into all these and many 
other problems continues, and will no 
doubt result in the achievement of further 
and still more amazing effects than those 
now obtainable At present, “Electron” 
colours provide a range of 48 different 
hues and enable anything from a miniature 
to a 60 sheet poster to be reproduced in 
luminescent colour 

For window display, the potentialities 
of fluorescent colours are enormous. Not 
only have you the advantages of exceptional 
brilliance and novelty of effect, but the 
attention of the public can be focused upon 
the main feature of the display, with all 
the surroundings and extraneous objects 

ing either subdued in tone or completely 
invistble 


* 


In mural decoration, the fluorescent 
artist can really let himself go For 
underground restaurants, basement offices 
etc., he can provide stained-glass windows, 
pergolas, vistas of scenery and the like 
which are astonishingly realistic 

In my own showroom 1 have examples 
of such displays, and of pictures painted tn 
fluorescent colour, the like of which | am 


satisfied exists nowhere else in the world 


but new methods of presentation are still 
being developed and new techniques ol 
application worked out 

As I see it, the time will come when the 
present “normal” pigments and paints 
will be the exception, and luminescent 
colours the rule 
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The question of whether or not your paintings : 4 
are Sse ng to remain fresh and brilliant is a very 

t natter because it is natural that you 
wi it want your work always to do justice to 
your merit as an artist 


Yu cannot afford to be disappointed By using REEVES materials y 
your pe mange detervorace the assured that your work wil 


te 
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TOP PRIORITY! 


to visit 


SHAW SIGNS SHOWROOMS 
35 GREAT RUSSELL ST. LONDON, W.C.1 
@ THE GREATEST DEVELOPMENT IN 
MODERN ADVERTISING MEDIA 
thet gives 
@ (00 PUBLICITY TO YOUR NAME, 
BUSINESS AND MERCHANDISE 
comprising 
@ PICTORIAL DISPLAYS OF PERMANENT 
FLUORESCENT COLOURS 


SUMMER HAS GONE, 
Telephone MUS: 4961 BUT PHOTOGRAPHS REMAIN 


for demonstratior 


NEW ...tT’S NEWS! 


will find all you nee 


STUDIO LISA ii. 
IT’S A HUA SIGN 30 FLEET STREET, E.C.4 CEN 7640 


Photographs for 


all pul POses 


Novemaen 30, 1950 
HELEN JARDIN 
Nal 
35 WELLINGTON ST.. STRAND, W.C.2 
STUDIO LISA LTD 
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D ferent Sutfaces 


of 
\AWING BOARDS SILK SCREEN 
REPLICARDS LTD 


407.409 
4ORNSEY ROAD 
HOLLOWAY 
INDON N.19 

2 ! 78 & 3469 


UTHEY LTD. 
RSITOR STREET-E-C-4 


LEADING STUDIOS 
Studio Seven 

| Limited “FINELINE 

DRAWING BOARDS 


47 RED LION STREET -W-C-t Made in matt and 


also showeards 


and mounting 
boards. Samples 


on application. 


DISPLAY SILK -SCREEN fetual makers. 


Winners | Runners-up J SAVILLI & 
HOLSTIUS CUP RIDOUT CUP House, Eagle Wharf Rd 


London, 
1950 | 


1950 


sium semeen | SUPAS IGNS AnD PRODUCTION OF 


42 HOVTON SOL ARE. LOVDON. Phone: GLE 2354 


eauunc.w.s LITTLEWOOD 


OFFice STUDIOS 
NEWMAN YARD RAWINGS FOR ADVERTISING FIGURE RENOVATION 
& STILL-LIFE - CUT-OUT DISPLAYS SILK (SIGNS & DISPLAYS) LTD e sts 
MUS. REEN pig TTERING & ROAD. HANWELL Ww? partnershig 
a. CO-OPERATIVE ART SERVICE LTD 


Trinity St., Huddersfiel! Phone 5555 ba Smith Street, Chelsea, $.W.3. Sloane 7518 
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COLYER & SOUTHEY LTD 
17°18 TOOK'S COURT: CURSITOR STREET-E-C4 


128 BAKER ST WI: Welbeck 1876 a 


DESIGN 
but there's only OWE 
4 
COLYER & $O 
17°18-TOOK'S COURT*CU 
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aS THE FIRM WITH A BIG REPUTATION <3 
FOR TECHNICAL EXCELLENCE 


FAIRBAIRN 


WURKM Studios Led 


GOOD SERVICE 


@ POSTERS 
®SHOWCARDS 


FABRICS 
5 ROSEBERY @ PLASTICS ETC. 
SILK SCREEN PRINTING “specimen of Phot tithe 


@ Phone: FULham 4533 HAMPDEN PRESS iT 


Reg Office SB Kenway Road, 107 SOUTHAMPTON sy 
STREET, LONDON 
clephone: MUS 


la rge nationg/ 


& DISPLAY SERVICE 


DISPLAY 
SERVICE 
Window dressing controctors (U K ) led 


148 Strand, London, W.C.2 
Temple Bar 652! 


* 
CAPACITY AVAILABLE 


FOR THE PRODUCTION National Windew 
of SMALL PERIODICALS 


Dressing Contractors 


* 
J. S. FORSAITH & SON LTD 
LETTERPRESS PRINTERS Any type and number of Disploys 
BETHNAL GREEN ROAD, £2 Depots throughout the United Kingdom 


SILKSCREEN 
UK SCREEN Studio Worth Ltd 


PRINTING R. P. G SSOP 


om < 1 iMl T! 
4468 Sheet ~ tis igen 
Let WY ANE 
quote \ \ / CARTER LA! 
A 
you! ST. P Al L's 
L A R K E 4? 
Phone: Por. nham 4 Bri Street | 
Estab City 4255-0 
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SINGLE OR RETURN? 
Many of the largest Paint 


Chemical and | GREAT NATIONAL NEWSPAPER 


manutactur 


) container nn in e 
rey know that 
will neither flake, tear nor rut x 


t 


thoroughly before han 
They kr the 
mes quicke norms Regd 


ncilling wid knov 


they told us! nd ls 
ow that these brilliant, fulls 
: Advertising 1s said to | he lite blood of our free National 


Pais 
ob When a big circulation newspaper decides on media 
f be sure nothing 1s left to 
Trapinex to reach its 
pla d eful, and s to appl) rapinex drives the message 
Paine Transfers n tht at the point-of-purchase — where public and . 
INSTRUCTION IN APPLICATION It is almost impossible t t ious uses to which “ Trapinex”’ can be put { 
We willbe pleasedt wet Existing users incl FR PAINTS, BOAC, CADBURYS, 
intl t CHERRY OSSOM, DAII SLOP, FRIGIDAIRE, GEC, GILBEY’S WINES, 
HOOVER ORNIMAN OVIS, IDR 1 IWI, LEVER BROS., MARS, MELTONIAN, 
MURPHY NISA > OSRAM, PHILLIPS’ RUBBERS, 
tamer REMINGTON , W. H. SMITH, VACUUM OIL, 
demonstration vt WM. WREN t 
itranged within ‘ By tt rapit nt P ms can cuted direct on to practically 
any oratory, Designers and 


Plann 


Paint Transf re fully patented and manufactured only by :— 
ERCE HOUSE, HIGH ROAD, LONDON N.22 oer: 


TRAPINEX LTD, 100 COMM 


” Londo» Cable Trapinex London 


ot 
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\ 

RESERVED 
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Be RO We can now undertake the fixing of transfers on retailers’ windows throughout 
3 the untry and sha pica ltog vou a An inter ing little bocklet 

7 q wi feals with the many u t l rapinex urs for the asking. We shall be is 

_s — L-~* pleased t i pv andt Ip, to the best of our ability, with any of your ’ 
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Editors Adopt Features 
Pool Suggestion 


te RE has been a sequel to 
the suggestion | made to 
the Convention of the British 
Association of Industrial Edi- 
tors 

Pointing out that many house 
journals carry matter of general 
interest and also run competitions, 
1 asked whether thew editors 
would not . save themselves 
trouble and raise the standards 


by sharing such material. Syndi- 
cation would enable a higher 
price to be paid for better 


articles and pictures 

The method might be particu- 
larly useful for competitions. It 
would be helpful to editors run- 
ning beauty competitions to be 
able to get a tested set of rules 
and an expert judging service by 
film stars or other well known 
people Beauty articles and 
sports features could easily be 
syndicated among journals 
whose readerships do not overlap. 

The suggestion was discussed at 
some length, but not, it seemed, 
with any great enthusiasm. How- 
ever, after the meeting one of the 
editors came and told me that 
he had there and then fixed up 
a sharing arrangement’ with 
another editor, and I have since 
received a letter telling me that 
a sfall group of editors has 
decided to get together to work 
out a similar scheme. If I can 
be of service to editors who are 
not members of the Association 
but who wish to be put in touch 
with others with whom they 
might enter into an agreement to 
share material, will they please 
write to me? 

* 

As I expectep, there was a 
lively discussion on the main 
theme of my talk-——cheesecake in 
house organs. One of my critics 
thought he ought not to put 
cheesecake pictures into his house 
organ because it went into the 
home where it would be seen by 
children 1 felt obliged to point 
out that the News of the World 
goes into one in every two homes 
in this country and the Sunday 
Pictorial into one in every four, 
and presumably are seen by all 
members of the family who are 
interested in their particular 
editorial recipes. 

| REFERRED recently to the 

obligation on editors fo anwer 


readers’ questions when they 
could (and should) Talkine 
Shop, staff journal of W. H 


Smith and Son Ltd 
: big way. Under the heading 
Your Opinions Discussed” 
questions and suggestions from 
readers are printed, and appended 
to each is a comment by the 
department concerned The 
result is an extremely interesting 
forum in which official judgment 
S$ given on day to day matters 
The new series of Randall's 
News reflects the personality of 
its editor, Roy Hardy. who knows 


does this in 


so much about an cnormous 
number of things that he is able 
to write brightly almost the 
whole of each issue. The journal! 
has its serious moments, but 
generally it is light-hearted, and 
occasionally even facetious 
Format is that of a trade paper 
with a touch of newspaper tech 
nique in the arrangement of the 
leading article and titles 

* * * 

Forp Times has been consider- 
ably modified by the new editor, 
Mr. David Hi All ads. are now 
gathered front and back instead 
of being interspersed among 
editorial, and a half page con 
tents creates a next and a facing 
matter position. All blocks are 
now square on the page—there 
being no titling as sometimes 
happened before—and some of 
them bleed. The magazine cer- 


Spotlight On 
House Organs 


tainly has a cleaner appearance, 
but the two-em gutter between 
the 13 em columns is too wide 
to be pleasing. One and a half 
ems would be ample, and one 
em enough. The illustrations are 
exceptionally well handled, great 
care evidently being paid to 
trimming 
* * 

“SHOULD a Man of Character 
Want to Get Ahead?” is the title 
of a controversy conducted 
through the pages of Gridiron 
Gazette, monthly magazine of 
Merseyside and North Wales 
Division of B.E.A. Diverse views 
on ambition are expressed by 
readers, and the editor has 
awarded a guinea to the writer 
of the best letter 

* * * 

Turn issut of The Composing 
Stick comes a month late from 
James Upton Ltd., owing, they 
explain, to pressure of work for 
customers. Fair enough It 
includes an article on two old 
decorated letters, Union Pearl and 
Fry's Ornamented, which Upton’s 
have available. There is also an 
article on offset reproduction, and 
a showing of Perpetua and 
Plantin 110 which are in stock 

* * * 

Surrey Fine Art Press Lid 
are issuing an occasional publi 
cation called Galley. With the 
first issue they send out a folder 
in which copies can be filed 
Intended solely for customers 
present and prospective, jt talks 
about the works. the workers and 
the types available. First issue 
shows the Times series. 
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For your I[95l 
Advertising ... 


ALDERSHOT HORSE SHOW 


(Programme, Schedule, Trade Stands) 
The finest Military Horse Show of the year 


ROYAL COUNTIES AGRICULTURAL SHOW 


(Prize List & Catalogue) 


COUNTRY SPORTSMAN 


Monthly coverage of Field Sports 


SHOW JUMPING 


Supported by the British Show Jumping Association 


PONY 


Monthly magazine for the Young Rider 


* 


AIR MAIL 
Monthly Newspaper of RAFA 
R.A.F. QUARTERLY 
AIR PICTORIAL 


Monthly magazine of the Air League 


BATTLE OF BRITAIN WATIONAL 
SOUVENIR PROGRAMME 


* 


PORTSMOUTH AND CHATHAM WAVY DAYS 


Official 1951 Programmes 


HOUSEHOLD BRIGADE MAGALINE 
GROUP OF SERVICES PUBLICATIONS 


* 
For full details apply 
E. J. Ward, Advertisement Manager 
GALE & POLDEN LIMITED 


Ideal House Argyll Street London W.1 
GERrard 4171 
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Advertising Case Histories —‘ 


£1 Catalogues (Distributed Free) 


ONG descriptive letters and 
not very accurate drawings 
on often not very clean bits of 
paper accounted for a large part 
of the postbag of this country’s 
120-odd watch parts jobbers--up 
to last May They were orders 
from watch repairers 

“On the attached slip” they 
would write, “you will find an 
approximate drawing of the 
spring which holds that funny 
looking part for which a screw 
is needed The drawing is not 
very good, | am afraid, but, mind 
you, | never went to an art 


With the best will in the world, 
jobbers could not always recog 
nise the part required. Much 
correspondence ensued and the 
owner of the watch was kep 
waiting while the muddle sorted 
itself out 

Meanwhile. the reputation of 
the watch industry suffered, a 
matter of concern to the Swiss 
watchmakers whose watches are 
owned by so many of us in Great 
Britain 

The Watchmakers of Switzer 
land, an association which has 
been sorting out this problem in 
U.S.A. and Canada for about 
tWo years, turned its attention io 
this country early this year 


By securing distribution 
of about 10,000 catalogues 
to watch repairers and 
parts jobbers, a London 
advertising agency has 
remedied a serious flaw 
in the servicing of Swiss 
watches in this country. 


Formed in 1946, it comprises 
approximately S00 Swiss firms 
making jewelled-lever watches 
which are sold throughout the 
world. These firms had already 
been associated for many years 
before 1946, aiming chiefly at co 
ordinating their business policies 
in order to establish themselves 
as a combined force 

The Watchmakers became 
aware of the inadequacy of ther 
repair service (as compared with 
that available for, say, clectr 
razors, motor cars or type 
writers) during the war 

It was decided therefore to set 
up standard = all-embracing 
system with the object of 
simplifying and facilitating the 


Apply for particulars to Advertisement Manager, 


ntification of all Swiss watch 
vementa as well as ordering of 
repair parts for these movements 
Factories were asked to supply 
hnical illustrations and infor 
on on every movement 
duced during the last 25 years 
his matter was collected in two 
catalogue volumes, categorised 
sods numbered From _ the 
ilogue, repairers should be 
to identify any movemen 
they are asked to service and to 
der by code number the part 
yu red 
Distribution of the catalogue 
this country started in May 
Foote, Cone and Belding Lid 
whose New York office handled 
the U.S. scheme, selected six trade 
urnals Horological Journal 
Watchmaker, Jeweller and Silver 
smith, Scottish Jeweller, Gold 
smiths Journal, Jeweller and 
Metalworker, and British Jeweller 
Fach of these carried an intro 
ductory two-colour double-page 
spread in the April issue, warning 
repairers that the catalogue was 
coming. Three more double-page 
spreads with coupons appeared in 
successive months in the same 
journals, total expenditure on 
space and production being just 
under £1,500 
More than 11,000 requests have 
so far been received from this 
country (and applications are still 
coming in) as well as several from 
is far afield as India, Ceylon and 
USA 
The catalogue took some years 
to prepare and, as each copy costs 
sbout £1. is an expensive piece of 
promotion to distribute free. It 
was therefore necessary to check 
cach application against profes 
val «lists available and to 
ensure that no firm of repairers 
ceived more than one copy 
This work and the actual dis 
patch of catalogues was given to 
i mailing company. Each parce! 
ipart from the catalogue itself 
yntained a renly-paid comment 
d which recipients were asked 
fill in. Over 7,000 did And 
every comment’ was 


irable 


The campaign was supported b 
the jobbers in this country 


1! by the three importers 
Many of them sent out to their 
nts a “Jobbers’ Support Card’ 


that they were in future 

the catalogue annotations 
parts service 

Foote. Cone and Belding Ltd 


UL 


Ended Watch Repair Service Chaos 


Your FREE copy of this 
Oificiat Catalogue of 
Swiss Watch Repair Parts 


Novemsper 30, 1950 


One of a series of stories 
told to ADVERTISER'S 
WEEKLY about unusually 
interesting or outstandingly 
successful advertising 
campaigns. 


This two-colour double-page spread, and three others, appeared in six 
watch-trade journals. 


are launching similar campaigns 
in overseas territories, starting on 
January 1. Meanwhile, the cam- 
paign to maintain the prestige of 
the Swiss watch here has been 
taken one step forward with a 
consumer scheme general 
interest magazines, supported by 
window display material This 
is, Of course. very gencral in 
character, as there are only token 
imports of watches. A foretaste of 
what is to come can be gauged, 


howeven from the hard-selling 
campaigns now running in Bel- 
gium and Italy 
Postscript: We went to see 

jobber recently, to discover how 
the scheme was operating. As 
we went in, a secretary brought 
in the post. On top was a post- 
card from a repairer: “Please 
supply part AX 4372—-Repairer.* 
His request was met the same 
day, and another watch user was 
satisfied, by good service 


Listening Surveys 


In a letter to Time, Mr. A. (¢ 
Nielsen, president, A. C. Nielsen 
Co., Chicago, has challenged a 
statement in that journal that the 
survey system “dwarfs 
such U.S. research organisations 
is Nielsen.” He writes 

‘As you state, the B.B.C. staff 
interviews 3,000 individuals each 
day (once a day). Nielsen Radio 
Television Index, on the other 
hand, uses Audimeters (automatic 
electronic recorders) installed in 
typical homes throughout the 
U.S. to obtain an accurate record 
of radio and TV listening from 
about 2,200 receivers used by 
some 1,600 familes— amounting 
to more than $,000 individuals 
And the Audimeter gcts a separ- 
ute record for every individual 
minute, 24 hours a day 

“The total annual expenditure 
for Niclsen Radio- TV Index 


is the’BUY word 


Phoenix Building, Berridge Street, Leicester, or 47, Hertford Street, Mayfair, London, W.!. 


Here And In U.S. 


services is about $2,600,000 
which compares with a figure of 
approximately $280,000 (£100,000) 
given to us recently by respon- 
sible executives of B.B.C. . . 

“However, the quality of the 
research work is even more im- 
portant than the quantity _A 
survey system that relies on a 
single interview to obtain a record 
of radio listening or TV viewing 

for an entire period of 24 
hours involves so many errors 
(in memory) that it would not be 
acceptable in the U.S., as a mea 
sure of audience size.” 

The editor of Time comments 
“Nielsen's Audimeters indicate 
what programmes radio and TV 
sets are tuned to. B.B.C. surveys, 
besides counting the audience 
tell how listeners like each pro 
gramme. U.S. pollsters make no 
attempt to gather audience re 
actions.” 
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ow very, very peculiar! 


EALLY! Miss Preadle-Smith, you must get 

these ridiculous ideas out of your head. 
How long is a piece of string? And, Aren't Exhibition 
Stands expensive ? 

“Of course, if you want to dominate Olympia it will 
cost you a lot, like colour pages or caviare. But if 
that’s what you want, you must calculate if it’s worth 
it. And if it’s worth it, it isn’t expensive. 

“You see, Miss Preadle-Smith, it's knowing what 
you want your exhibit to do that governs what it costs. 
What is your yardstick ? So mucha square foot? Right! 

“We are not, Miss Preadle-Smith, among those who 
think that Exhibition Stands need to be expensive. And 
here is some evidence from our friend Leon Goodman. 


ADVERTISER'S WEEKLY 


“For example, at the Brewers’ Exhibition Leon 
Goodman's supplied a stand that cost a mere 49d, a 
square foot. At the Commercial Motor Show their 
charges varied from 52/- per square foot for super-duper 
to 7 10d. for ‘absolutely what was wanted’. Even at 
the normally very expensive B.I.F., Goodman's highest 
charge last year was only 24/- the square foot. 

“And, finally, Miss Preadle-Smith, Leon Goodman's 
find that they are frequently able to make their final 
charge less than the estimate. You ~<, 
don't believe it? That's a pity— because 
it happens to be true. You may go, iiadaalea 
Miss Preadle-Smith.” 
Other disbelievers please dial EUSton $351 ‘i, 


Leon Goodman Displays vss 


HOUSE OF IDEAS 


119-125 WHITFIELD STREET 


LONDON - W.1 - EUSTON 5351 


bs 
* 
q 
LIMITED 
* 
| 


ADVERTISER'S WEEKLY 


TH! Northern Scot has the 
LARGEST ABC FIGURE 
North of Aberdeen. It also 
carries a greater volume of 
smal!- than any other paper 
publ: hed in this area. 


NORTHERN 
SCOT 


Series 


17, 914 ABC 


FLEET 
CEN 2715/4371 


ARTISTS AND 


STUDIO 
lephone: 
One: 


PHOTOGRAPHERS 


BRIGGS: 


eum 


22 CHENIES STREET-WC'I 


-Presh-readable-interesting 


MECHANICAL WORLD 


AND ENGINEERING RECORD 


1S INDISPENSABLE TO ENGINEERS 
Put it on your schedule for technical advertising 


EMMOTT & COMPANY MITE RO STREET. LONDON WC2 
“es 


RVICE 


and Machines 


high quality. Both are 


every user 


Two essentials to 


bie service and ( . rographic Cc yave 

are (1 of business upon whieh vited the address 
featy ustomer support You a cous and immediate 
built up coun 


below-—Terminus 2691-—-where you 
hoe 
find the Strane 
basic dat on Compan 
Simply supply Comes 


hed plate 
from idea to finished 


E STRAND LITHOGRAPHIC CO. LTD 


187 FARRINGDON RD. LONDON EC | Telephone Terminus 2691 (4 lines) 


Rathbone 


THRER PRIZES 


ana 


AUTOTYPE x. of course 
for Stories for Girls 
Send S.A.BR. for details of new 
f writers’ competition to: 


Photographic Enlargements 


in all sizes up to 80 sq. ft in one piece i diter, GIRLS’ CRYSTAL, 
ihe Amalgamated Press, Tallis 

yas Au *,,. 269! j Tallis St., London, E.C.4 
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NEW BOOKS REVIEWED 


After Three Decades, Northcliffe 
Is Still “News” 


Northcliffe In History An intimate 
Study of Press Power, by Tom Clarke 
(Hutchinson A Co. (Publishers) Limited 
ite) 

It is difficult for those of us 
who were already mature Fleet 
Street-ites in Northcliffe’s day to 
realise that he died as long as 
28 years ago For Northcliffe 1s 
still “news The constructive 
and permanent effect which he 
had on the development of 
journalism and ne pers is 
proved by the fact that this 
interest in him has persisted three 
decades after his death 

Many books have been written 
about Northcliffe and this is the 
second one by Tom Clarke him 
self The author endeavours to 
set out the permanent influence 
which Northcliffe had on journal- 
ism. But to imply, as he does, 
that this was Northcliffe’s initial 
motive way back in 1896 when he 
entered newspaperdom by buying 
the Evening News (and even eight 


or ten years before when he 
started building up his great 
periodical enterprise, the Ama! 


gamated Press) is to confuse the 
eventual result with the initial 
purpose. 

Northcliffe went into publishing 
for the same reasons as any able 
and energetic and highly ambi- 
tious young Man goes into his life 
work—to win success to build 
up a profitable business. ever cx 
panding and developing. That he 
did thereby gain power, as anyone 
must who constantly through the 
printed word talks to ten thou 
sand or, as he did, ten million 
people, was a necessary result 

This book, however. is a first 
class biography of Alfred Harms 
worth, Lord Northcliff It pic 
tures his ability and genius, and 
step by step, the growth of his 
enterprises and the development 
ind expansion of his own person 
slity, perhaps better than any of 
the b ographies that have been 
published And quite naturally 
so, because Tom Clarke was not 
only for twelve years associated 
with Northcliffe as a member of 
his editorial staff, but is himself 
distinguished and talented 
journalist, has been ed 
Daily News and other news 
papers, a former director of Prac 
tical Journalism at London Uni 
versity, and is still in the 
game 

The journalistic and editorial 
genius of Northcliffe is empha 
sised throughout this book in the 
many instances of vd 


human 
interest sidelights on |! nethods. 
his work and his utterances. But 
that Northcliffe was not a busi 
ness man, which the author states 
ind that he paid litt! ttention 


to or did not understand adver 
tising. which the aut! mplies 
is quite mistaken Northcliffe 


wes a great business man: an or- 


ganiser, an administrator, with a 
positive genius for picking poten- 
tial talent and developing it, far 
sighted in management and in 


building his business. In fact he 
always talked about his enter- 
prises as “my business He 


picked his lieutenants on the 
business side of his enterprises 
just as carefully and unerringly 
as on the journalistic side. He 
knew how to organise and manage 
his business to make a profit 


He Understood 


Advertising, Too 

And Northcliffe understood ad 
vertising too Being a super- 
journalist, he was naturally a 
publicist and advertising minded, 
he knew well what advertising 
meant to his papers in the way 
of income and therefore expan- 
sion and influence One day 
Wareham Smith, first advertise- 
ment manager of Associated 
Newspapers, said to the writer, 
“The chief doesn? do much for 
us in our department.” The 
writer's reply was, “He has given 
you a sound, saleable product 
easy to sell and resell space in 
That is more than half your 
battle.” 

Northcliffe’s carefully planned 
net Sales campaign in the early 
1920's, long before the Audit 
Bureau of Circulations was 
started in this country and even 
before the equivalent organisation 
was inaugurated in the U.S.A.., 
was a gem of advertisement sales 
promotion. Northcliffe knew that 
his product, the Daily Mail, had 
one attribute stronger than that 
of any other competitive news- 
paper at the time: the highest net 
daily sale in the world. So day 
ifter day and week after week, he 
reiterated that claim in his own 
columns and in the advertising 
he put out, and in the verbal 
messages that his advertisement 
representatives carried It was 
Northcliffe who at that time gave 
ADVERTISER'S WEEKLY its first 
104-page series contract in order 
to carry the claims of the DaiTy 
Vail as a foremost advertising 
medium to advertisers and adver 
tisers’ agents 

A newspaper proprietor who 
developed such men in his adver 
tisement department as Wareham 
Smith. Horace Imber, Stephen 
Millikin and many others, some 
of whom are still in the depart 
ment to-day; who originated the 
dea of the Ideal Homes Exhibi 
tion as a great advertising show 
window, who prodded | stimu 
lated his advertisement executives 
to widen their outlook and think 
up new ideas: who started the first 
“New Ideas Department” of any 
newspaper such a proprietor 


(Continued on page 186) 
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Nation-urde service for 


tron Stomds, Salkserees Print- 

drimation and Lighting 

Malnpic Dasplays Seems 


Are you making your 
own stand for the B.ILF. ? 


. . » OF are you contemplating a home-made Festival of Britain 
display? 

Frankly, we're pretiy certain you are not but we ere well 
aware that our clients (meaning you) have a specialised know- 
ledge of their own products That's why we at Art Display 
believe in close co-operation between you and us 
We have the top flight creative designers who aim at individuality 
and at giving your exhibition stands and displays that extra touch 
of class you've always wanted them to possess but 
we still like you to pass on your kleas, your pet theories and 


your dreams because it helps us to cut out the costly trial- 


and-error time. That's how we can always give you the utmost 
both in sales-results and prestige, Get in 


Let an Art Display man call and talk 


value for monty 
touch with us now, 
things over. 


Art Display Service Ltd 


149, LUPUS STREET, LONDON, S.W.|I 
Telephone : VICTORIA 9791 

61, Chapel St., Ancoats 

MANCHESTER, 


95, Renfield Street, 
GLASGOW 


21-23, Lower Loveday St 
BIRMINGHAM, 19 
Broadway, 


NOTTINGHAM 


Announcing 


NATIONAL 
BOOKBINDING 


COMPETITION 


Write for full particulars: 


N Exhibition of books with bindings of original 


and imaginative design will be held in London 
during the 1951 Festival of Britain. To encourage the 
designing of these new bindings, artists are invited to 
submit, by 3lst JANUARY 
Competition which will be held concurrently in Great 
Britain and all the Free Countries of Europe. 


1951, entries for a 


Each National Committee will select a book for 
its national entries and there will be three cash prizes 
of £25, £10 and £5 (or their currency equivalents) for 
which will be used 
for binding books to be exhibited during the Festival. 


each Country's winning entries 


Mr. Philip James, Director of the Arts Council, 


will act as Chairman of the British Committee. 


“BOOKBINDING DESIGN” 
187 PICCADILLY - LONDON ° W.1 
to which address all entries should be sent 
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(NEWS) 
OPSA DATA 


AL ITNEIN. Column depth 
of this Arabic weekly magazine 


is now 9 inches. 


LA FEMME NOUVELLE. 
Limited number of this Egypt- 
ian luxury magazine for women 


is now available for inspection 


Ali Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY (" 

0 Fleet St.London EC4 Cen 5494678670 


SILK SCREEN ARTS 


97 SHIRLEY ROAD CROYOON 


AODDISCOMBE 3147-8 


SPEEDY SERVICE 
EXPRESS 
DELIVERY 


consuct us For DAY-GLO 


CLELAND 
PACKAGING 


Cartons, outers and display pieces made 
to order, in immaculate style and in the 


best traditions of industrial Design — 
functionally and visually 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


HIGHEST GRADE 
CLEAN © SHARP 
#CRAS TSMANSHIP 


LiC.39 


DISPLAYS 
<XHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


VAUXHALL BRIDGE ROAD 


245 
ICTORIA TEL. VIC 09123 
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BOOK REVIEWS (Continued) 


WANT TO EARN 
DOLLARS? 


i your aim is to sell in the North 
American market, you should have 
access to the newest titles in the 
Printers’ Ink Business Bookshelf” 
series, of which the following is « 
selection: 


HOW TO MAKE MORE MONEY 
WITH YOUR DIRECT MAIL 


Edward N. Mayer, jor 


f beginners and experienced direct mail 
cers, this up to date book covers every 
phase of creation, production and distribu- 
and shows what you should know at 
the start: what you put into direct mail 
how your direct mail looks: where it goes 
and how: how to get better results and 
tave money 


Abounds with down-to-earth 


common 
sense should be regarded as an 
essertiol and serious study which should 


eryone actively concerned 
work in this country 
Advertiser's Weekly 
pages. 5) 8; 


MASS MARKETING TO THE 
**400"’ RETAILERS 


by E. B. Weiss 

A new book on distribution and marketing 
which shows manufacturers, sales, marketing 
and research executives, how to merchan- 
dise, sell and advertise successfully to the 
400 giant retailers who do over half of the 
USA's retail volume It outlines the 
policies and practices and future plans of 
these large retailers and explains how manu- 
facturers must frame their selling, adver- 
tung and promotional pieces to conform 
wit 


with direct ma 


Wibd 


ntirely from its value as an aid to 
orketing, this book has considerable 


terest os a picture of retail business in 
the A Scope 

This comprehensive analysis of an intri- 

te distributing system tells morufa 


turers how to merchandise, sell and 
sdvertise to this market.’ —Advertiser's 
Weekly 


410 pages, 5} 8). 


SALES AND ADVERTISING 
OPPORTUNITIES FOR THE 
SMALL MANUFACTURER 


nan Clyde Tompkins 


Witd. 


H eds of low-cost, efficient selling ideas 
t elp the small manufacturer sell more and 
grow faster. The book points out the many 
cunsties and sales strategies the smal! 

: acturer can afford to use to obtain 


g data, train salesmen, secure 
ers’ CO-operation, improve salesmen's 
ale. analyse and organise efficient sales 


depa nents, etc 
ked with hundreds of simple selling 
ethods there is a delightful air of 
about this volume.’’— 


320 pages, 8). 


SMALL SPACE ADVERTISING 


sllenging job of advertising sound'y in 

‘ space is thoroughly covered in this 
prehensive handbook on the subject 

uly for advertisers with smal 


t also for large national adver 


use small space to supplement 
ace efforts Every phase of smal! 


adverting covered uses copy 
layout, media and 
testing classified case 


240 pages, 8; 


Sole Agents 
THE MAYFLOWER PUBLISHING COMPANY LTD. 
17 Farringdon Street, E.C.4 


cannot be accused of lack of 
ability and interest in the adver- 
tising side of his business enter- 
prises 

To read a book like Northcliffe 
in History is to enhance one’s 
understanding of the multi-sided 
interests and quick perception and 
almost prophetic foresight that 
must go to the making of a genius 
with so revolutionary and per- 
manent an influence on his craft 
and his industry.-A.W 


U.S.MarketThrough 
A Microscope 


Outlines of 
(McGraw-Hill 
Jos 


Though the avowed aim of the 
authors of this book was to pro- 
vide students of marketing with 
a comprehensive textbook, they 
have in fact done more than this 
They have produced an analysis 
of the U.S. market which should 
be of the greatest value to present 
and potential exporters 


Marketing, 


edition 
Publishing Cx Lid 


“The greatest market in the 
world” is taken apart and 
minutely examined Retailing, 


wholesaling, transport of goods, 
salesmanship, advertising, public 
relations and marketing plans are 
exhaustively discussed from the 
American angle. The first part of 
the book deals with the interests 
of consumers—their likes. preju 
dices and customs; the second 
with the problems of producers 
in securing distribution 

In this third edition of what 1s 
already a well-established text 
book, Professors H. E. Agnew 
H. A. Conner and W. L. Doremus 
have incorporated much new 
material to bring their work up 


to date. The new discussion of 
the U.S.A. as a market, for in 
stance, considers the widespread 


shifts in population and describes 
the resulting changes in marketing 
procedure Marketing policies 
for consumer, industria! and agri 
cultural goods are outlined 

The chapter on advertising and 


public relations, while dealing 
largely with basic principles, 1s 
valuable to British exporters in 


that it looks at these two subjects 
from the American point of view 


Guide To Colour 
Photography 


A Guide Te Colour Photography. by 
R M_ Fanstone ARPS (Sir Isaac 
Pitman & Sons 128 6d) 

There is a great deal of useful 
information for the colour worker 
in Mr. Fanstone’s new work 
though much of it will be familiar 
ground to the professional and the 
advanced amateur Beginning 
with a commendably clear ex 
planation of the respective merits 
and drawbacks of the additive 
and subtractive colour trans 
parency processes, the author 
lists all colour processes available 
(not all of them are to be had in 
this country). The Kodak and 
Ilford organisations have contri 


buted data on new processes to 
come 

A chapter devoted to the ap- 
Paratus required or recommended 
for colour work precedes a fairly 
exhaustive section devoted to the 
all-important question of expo- 
sure—the actual making of the 
picture. 

Processing is discussed, and in- 
teresting formula quoted—one o: 
- of them new to the reviewer. 
This section is of particular value 
A short survey devoted to pro- 
jection and viewing of the trans- 
parencies is followed by a 
chapter on the principles of 
colour-print making, still a tricky 
and somewhat expensive business 

There are four colour plates 
Two by Dufaycolour lack punch. 
A Kodachrome of an English 
country lane in autumn is much 
more convincing. But it is an 
American Ansco Colour plate 
that packs the real punch 

This book must be regarded as 
a beginning—a signpost for the 
interested worker, to be followed 
by the study of more comprehen- 
sive volumes. It is well worth its 
price. —E.W.S 


The Elements Of 
Typography 


Type in Action, by Herbert 
(‘Sidgwick A Jackson, 6d.) 

First published nearly 12 years 
ago, this book was intended prim- 
arily for young compositors attend- 
ing typographica| layout classes. 
Now, in a second edition, it has 
been considerably revised and, in 
the author's view, improved. A 
manual of elementary typo- 
graphic layout, it should prove 
of value, not only to the prentice 
compositor, but to the many 
thousand buyers cf print who 
cannot afford the services of the 
skilled typographer and layout 
artist, but who need some know- 
ledge of basic principles to guide 
them when a _ straightforward 
printing job has to be put in hand 

Preparation of copy, making 4 
layout, principles of type display. 
type and illustration, type and 
decoration, casting off copy, are 
some of the subject headings 
Perhaps the most useful of al] «s 
the chapter on “Do's and 
Don't’s.” Because the author 
avoids technical jargon, and says 
what he has to say in simple, 
direct language, his book should 


Jones 


reach the wide audience it 
deserves.—C.D.R 
Your Club (The Whitbread 


Library, 5s.) relates the history of 


clubs—“essentially English, Cock 
ney institutions tracing their 
origins to the London of Shake- 
speare, Ben Jonson, Beaumont 


and Fletcher.” It is concluded 
that the working men’s club 1s 
the true community centre 


The Jack and Jill Gift Book 
(News of the World Ltd., 5s. 9d.) 
is a beautifully illustrated book 
for children, all in colour 
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Something to be proud of 


By mutual arrangement with the Board of H. C. Longley 
Ltd., Birmingham, their London Branch Agency (directed 
by Mr. J. F. Austen-Johnson since its inception) has been 
acquired and Austen-Johnson Advertising Ltd. formed to 
take over the existing business, assets and lease of premises 
as from Ist December, 1950. The present Executives and 
staff are continuing with the new Company, which will 
operate from 44, Old Bond Street, W.!, as hitherto 
With this arrangement there will be no disturbance in 
the conduct of the close business relationships already 


established 


AUSTEN - JOHNSON 


44, OLD BOND STREET, LONDON, W.I. 


Telephone—Regent 6221-3 
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AT FIRST thought-up about 
four years ago, the Vogue 
Annual Advertising Awards 
served two purposes, Reginald 
Wil 
liams, Condé 
Nast Publi 
cations’ ad 
vertisem ent 
director, tells 
me Insti 
tuted at a 
time when 
there were 
queues of 
advertisers 
and conse 
quently fo 
need for ad 
vertising pro 
motion, they 


Reginald 


A. F. Williams helped to 

r 

Vogue's name in front of the 
advertising public But--muct 
more important—they were in 


tended to encourage writing and 
art work in the advertisements, of 
the same high level as im the 
editorial section 

As Vogue does not seck a mass 
appeal, it was hoped to persuade 
agents to produce advertisements 


Mainly Personal— 


By CONTACT 


cifically designed for its dis 
nating readership. Williams 
convinced that the Awards are 
nning to produce the desired 
fect Interesting is the high 
on of wins--about a third 

that went to French artists 
Willams jorned Condé Nast in 
ind became advertisement 


tor in 1946. A good part of 
life has been spent in the 
yates For a while he was in 


irge of Associated Newspapers’ 
New York advertising office, and 
his 6) war years, four were 
ent a8 assistant military attaché 
Washington. A fervent believer 
Anglo-American friendship 


1 co-operation, he privately 
1 good deal of voluntary 
A lo that end 


HOB CORAM, son of the late 
Sydney Coram, who began the 
Barts Childrens’ Christmas Party 
Fund. once again appeals to all 
ivertising folk to support him 

effort to collect funds to 

keep this charitable effort going 
1s strong as ever. Last year a 
record sum was raised, partly by 
direct donations and partly by 
eans of the collection at the 


ADVERTISING MANAGER'S CORNER 


Worried About Your 


“Waste” 


Why is it that sc 
wastepaper 


sometimes it ts 


times because they're too 
of ten it’s because they're 
And every display piece | 


in the public cye wastes 


an opportunity of 


We have 38 years of exper 


of-the-ordinary 


your waste down ! 


many 
basket instead 


because 


selling 


displays ; 


Line? 


vcurds end up in the 
the window? Well, 
e too large, some- 
but nine times out 
ordinary. 
it fails to win a place 
ir money and misses 
ir goods 
e in designing ‘ out 


us help you to get 


showoards, cloves oul -ouls ty 


HARRIS 


THE 


HARRIS ADVERTISING LIMITEL 
Tel 


FIRM WITH 


29-30 4GLY 


EXPERIENCE 


STREET, LONDON, 
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Fleet Street Column Club Christ- 
mas luncheon. That meant that 
a greater number of children were 
able to be entertained and given 
toys and other Chrisimas presents, 
and a right merry time was had 
by all 

It should be remembered that, 
so far as funds allow, poor chil- 
dren of the neighbourhood out 
side the hospital are invited to this 
Christmas party and the numbers 
are only limited by the amount 
raised. In a word your “mite” 
admits another “mite.” 

Donations and gifts should be 
sent direct to Robert S. E. Coram 
c/o St. Bartholomew's Hospital, 
Smithfield, E.C. or Coram’s City 
office at 76 Fetter Lane, E-C4 
The usual collection will be made 
at the doors at the Connaught 


Rooms on Wednesday Decem- 
ber 20 

* 
ALTHOUGH J. S. Walmsley 


goes to the board of Aspro in the 
New Year, he by no means severs 
his connection with the Proprie 
tary Association of Great Britain, 
of which he has been secretary for 
ten years. He has been made a 
vice-chairman of the Association, 
and will be active on its commit- 
tees. Jokingly he tells them that 
they will now be getting his ser- 
vices for nothing! 

He will take with him valuable 
experience in at least one impor- 
tant aspect of advertising; for no 
trade association in the country 
is so “ad.-conscious,” from the 
vetting point of view, as the 
P.A.G.B. Every piece of copy 
sent out by members has to be 
approved by an advertising sub- 
committee acting in conjunction 
with an advisory pane! of three 
doctors, three pharmacists, and 
an independent chairman. As far 
back as 1936 they formulated 
their code, which has since been 
incorporated and adopted in the 
Code of Standards. He himself 
represented the P.A.G.B. on the 
A.1.D. Committee in 1943-1947. 

Walmsley has been 27 years in 
the drug trade. He qualified in 
1930, and has managed a Timothy 
White’s branch and also run his 
own business. Also he has been 
a town councillor of Bolton, 
where he was for a while local 
secretary of the Pharmaceutical 
Society and National Pharmaceu- 
tical Union The PAG.B. is 
affiliated to the Proprictary Asso- 
ciations of Canada and the U.S. 


whose conference Walmsley 
hopes to attend next year 
* 


A COLLEAGUE of mine was 
talking the other day to the head 
of the radio department of a big 
London agency when an assistant 
put his head in the door and 
said “Ted Ray's downstairs 
waiting to see you.” 

My colleague’s ears tingled 
Are you negotiating to get Ted 
Ray on Radio Luxembourg?” ine 
asked 

The executive smiled. “Well 
in a way he's there already,” he 
said, ‘but it’s not the same chap 
This one’s called Ted Ray, but 
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(Keystone photo 


F. C. Hooper (left) managing 
director, Schweppes Ltd., receives 
his award from Robin Darwin 


principal, Royal College of Art, 
at the “Vogue annual awards 
party 


he works on Radio Luxembourg 
Advertising, and is quite often 
confused with his namesake 
Gets a bit browned off about it 
sometimes.” 


* * * 


TWO advertising men who have 
teamed up to form their own 
studio, Crest Publicity, are E. A. 
McManus and W. J. White. A\l- 
though both of them are still in 
their thirties they have years of 
agency and studio work behind 
them. McManus, whose experi- 
ence has been largely on the crea- 
tive side, has worked with 
Everetts, Butler's, and Smee's 
White, who has chiefly handled 
finished art work, has been with 
Willing’s, Phillips, Virgo Studio, 
and also Smee’s 

Between them they feel that 
there is not much in the way of 
studio work that they cannot 
tackle at Museum House, 
Museum Strect. 


* * * 


WHILE Leonard Fletcher was 
P.R.O. to the Newspaper Society, 
I met him often, and came to 
value him as a friend. Gladly, 
therefore, 1 accede to a request 
from his widow. Mrs. Fletcher 
tells me she has since her hus- 
band’s death received so many 
kind letters of sympathy that she 
cannot possibly acknowledge 
them all individually But she 
would, through ADVERTISER'S 
WeekLy, like to say “thank you” 
to the senders 


WEEKS WISECRACK 


= 


‘‘Gad, sir, if newspapers 
get any smaller there'll 
be nothing for a chap 
to hide behind on the 
train.” 
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Six British Firms Plan Group 
Sales Drive In U.S.A, 


Six British firms and an asso- 
cation of manufacturers are 
reported to have formed a group 
to promote sales in the U.S. under 
the slogan Great Names from 
Great Britain 

The group 
Wedgwood and 
Frederick Tibberham (furniture 
makers); Arthur H. Lee and Sons 
(decorative fabrics) James Powel! 
ind Sons 

Templeton 
Linen Guild 
1. Freeman 
(silverware) 


Josiah 
Sons (china), 


includes 


lead crystal glassware), 
(carpets); the 
(irish linen); 
and Son, Inc 


Advertisers Help 
Journalists 


Two London 
number of 


agencies and 1 
national advertisers 
are among those who have given 
prizes for a Christmas ball to be 
held by the Trade and Technical 
branch of the National Union of 
alists, at the Royal Empire 

ety Hall on December 8 
Sam Heppner. of Mather 
rowther Ltd. has provided 
bottles of Jamaica rum, aad 
onson table lighter; the J 
W. alter Thompson Co. has offered 
some bottles of Air-wick 
Proceeds will go to the 
and Orphans Fund 
Richard Todd will 


auction 


Widows 
Film star 
conduct an 


* Just Married ’ Stunt 
At Sheffield Store 


James Woodhouse & Son. the 
iarge Sheftie d 
introduced a new 
layout, and, at the 
ntroduced their own method 
of attracting publicity Two 
employees were dressed as “bride 
and bridegroom yw up in 
Rolls-Royce, and escorted round 
departments inspecting furniture 

When driven away a card on 
irried the 

rned we are 
Woodhouse for 
The performance 
times during the 


recently 
walk-round™ 
¢-opening 


store, 


Car 


Chater Ltd. have been ap 
poimted representatives for 
Jackson. Wa & Co. Pty. Ltd 
the Austral 


n advertising agency 


| Chicago Trade Fair: 


Captain Tickler’s 

Statement 

In ADVERTISER S 
September 28. Captain 
Tickler, directo G. Tickler 
Ltd., was reported as having said 
at the LS.M.A. Conference. that 
his company had to pay £1,800 
to hire one booth at the Chicago 
International Trade Fair 

Both Captain Tickler, and, on 
his recent return from Chicago 
Mr. A. P. Wales, director, Lon 
don office, US. International 
Trade Fair, say that this is not 
correct 

The facts are that T. G. Tickler 
Ltd.. booked 40 square feet at 
the International Trade Fair for 
which they paid, at $3 per square 
foot, approximately £320 

In addition, £1,800 was paid 
for the building of a stand and 
fittings. The stand was built and 
fitted by a Washington D.C. firm 
of contractors who had a depot 
in Chicago Having regard to 
the lower value of the £1." states 
Captain Tickler, “the charges by 
the American builders were not 
excessive.” 


Arthur 


High Pr Pressure In 
U.S.A., 


In America there are high earn 
ings, high prices, high margins, 
enormous promotional costs and 
the assumption of a very high 
resistance on the part of 
everyone, Mr. A. R. Fasham., ad 
vertising manager, William Timp 
son Ltd. told Manchester branch 
Incorporated Advertising Mana 
gers’ Association. But the net 
result only levels up with that 
im Britain. he said 

His outstanding impression was 
that America has an “economy of 
waste,” 


sales 


A special four-page illustrated 
editbon of Hoover News was pub 
lished at Harr gate during the 
Lid. three-day 
sales conference Pictures wete 
developed in an hotel room and 
the magazine printed by R 
Ackrill Ltd. publishers of the 
Harroeate Herald 


recent 


TWENTY-FIVE YEARS 


In November, 1925 


The Incorporated Society of 
British Advertisers held a mect 
ing behind closed doors at which 

estion of newspaper rates 
y discussed.” 
Advertising 
Janeiro was 


spacebuyers were ex 
getting 
space they 


ulties in 
newspaper 
wanted 


AGO 


H.M_ Stat 
pointed Poo!'s 
sole agents for 
in newspapers 


mery Office ap 
Advertising Service 

Government ads 

and periodicals 
* 

Out of a total of £4,062 sub 
scribed to meet the Harrogate 
Conference of 1925 £695 was 
returned 

The Daily Sketch (now Daily 
Graphic) moved to the Grays Inn 
Road offices 


ADVERTISER'S WEFKL) 


A country printing works (26 
miles London), fully equipped 
& with modern fast - 

crown folio automatic presses, 
is now able to deal with addi- 
tional London jobbing work 


ADVERTISING 
AGENTS 
PRINT 


KEEN PRICES 


running 


QUALITY WORKMANSHIP 


LONG RUNS A SPE 
Prompt delivery by own 


WOKINGHAM 
& BRACKNELL 
TIMES 


(PRINTING DEPARTMENT) 


‘(ALITY 


read transport 


READING ROAD 
WOKINGHAM 
BERKSHIRE 


PHONE 
WOKINGHAM 389 


The Astral Arts Group wish 
to contact leading figure 
Please 


artists. communicate 


with F. Francis, Art Director 


ASTRAL ARTS GROUP LIMITED 


24s, Vauxhall Bridge Road, London, $.W.1. Ted. Vie. 


| Carries more Classified 
Smalls than any other 
~ | Weekly or Series of 


Weeklies in South Wales 


Merthyr Express 
Pontypridd Observer 


are made for artias whe 
understand perm by 


how tw use them, and whe 


brow ing 
comequeme, will not re-order a 
particular pen unless its predecessor 
made the grade. tt does not pay to 
sell a pen that merely shoots a line 


instead of drawing one 


SALES exceed 


64,000 


Appotr 


Weekly (certified). 


ia 
| 
Fass 
— 
7 
if ‘a 
a 
i 
| | 
; 
N 7 
5 
A 
* 
| 
King George V. | 
JOSEPH GILLOTT AND SONS LTD. | 
Victoria Works. Birmingham. 1 
London Office, | 
thes 
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Electricity Supply : 
Ads. Necessary ? 
The ad of publicity 

sbout the electricity supply posi 


consideration by the 


sability 


ion m unde 


British Electricity Authority 

Mr. J. J. Hayward, chairman, 
London Electricity Consultative 
Authority (the Consumer Council 


for the industry) and an ex officio 


of BEA. said It s 


nemher 


inder consideration whether we 
sught to leave the public entirely 
gnorant of our activities Decause 
we don't want to encourage a 
wider use of clectricity in present 


circumstances 

The balance of opinion js that 
th entitled to know 
what is being done to meet the 


public are 


shortage 


Manchester Print 


Show Opened 
Manchester and Salford Master 


Printers’ Association organised an 
exhibition “Putting it in Print” 
which opened at Manchester's 
Central Library last week and 
will close on December 9 
Sponsored by the British Feder 


ition of Master Printers, the ex 
hibition comprises a series of 
colour panels portraying = the 
design and casting of type, hand 
ind machine setting, modern and 
very early printing machines 


ind colour print 


Club To Help Plan 
Bradford 1951 Show 


Representatives of Bradford 
Publicity Association, the Cham 
ber of Commerce, Bradford and 
District Newsgaper Co., Ltd., and 
the City Coupe, have joined a 


» arrange the 
Exhibition 


committee whtch 
Bradford Festival 
next September 


Until the end of February stand 
bookings will be restricted to 
members of the Chamber of 
Commerce. Wiley Displays Ltd 
Bradford, are staging the exhibi 
tron 


Pastor Bans Dance 
School Ad. 


Be cuuse he considered an 
idvertisement for dancing 
«hool was “lhkely to cause a good 
deal of comment,” the Rev. Max 
Woodward structed the pub 
lishers to withdraw it from the 
Wood Green Methodist Church 
year book 

Mr. Woodward said 1 am 
not against dancing 1 just think 
the mediun s unsuitabl 


5 Tons Of ‘See Britain’ 
Leaflets Flown To U.S. 
More than five tons of 

and inform 
prepared by the Br 


caflets 
naps 


ve ate i 
tush Holida 


ind Travel Association, are beir 

flown free of charge by Trans 
World Airlines to various centres 
in the United States. This follows 


T.W.A.'s Press flight to London 
celebrating the imauguration 


their New York-to-London ser- 


ot 


[CUT-OUT LETTERS SIGNS } 


3 out of every 4 SITES 
in BOLTON belong to BLEAKLEY’S 
BLEAKLEY’S 


dominates 
BOLTON 
(Greenhalgh & Bleakley Led.) Trinity Se 
e 755 


any size 
any shape 
any material 
rANAGRA LTD. 
48 Edgware Road, W.2 
PADdington 8158 


PROCESS SUPPLIES 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 


FOR AN 
INDEFINITE PERIOD 
nole to use and very economical 
vall sample supplied on request 


THE S.D. SYNDICATE LTD. 


4 ARL FINSBURY, LONDON, £.C 2 


BISHOPSGATE ESSDEECOP 

69! 6812 FINSQUARE, 
001 LONDON 


[PROCESS ENGRAVERS 


<4, 
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ervices & 


EXPERT 
PACKING 
PAYS 
Collation, Packing and Despatch 
We offer a prompt and efficient 
service for the collation, packing 
and despatch of advertising 
material—Showcards, Displays, 
Leaflets, etc. Write or phone 
CHRISTIAN CO.LTO 


10a De Beauvoir Sq., London, N.! 
Clissold 3463 


BOX BANDING MACHINES 
ble by 
securing your goods and cases with 
Steel Bands at 
Machines with Seals and Stee! Strip 
supphed from stock 
WIRE -BANDS LTD 

114 Lancefield Street, London, W.10 

Telephone: LAD 1294 and 0725 


save you and your customers tr 


MECHANICAL DISPLAYS 


Why Not Use 
“SCREENASCOPE 


The finest continuous automatic 


STILL PICTURE PROJECTOR 
for 

Publicity and Commercial 

Advertising in Exhibitions, 

Shop Windows, Stores, etc. 


CRANE AUTOMATIC CO. LTD. 
BELMORE STREET - LONDON swe 
| Phone: MACaulay 1688 


DISPLAYS& EXHIBITIONS } 


SUN ENGRAVING Co. Ltd 


vice two months ago 


DISPLAD LTD. 


CASTLEFIELDOS 


morland 
BRAITHWAITE Ltd. 


A COUNTRY-WIDE PHOTOGRAPHIC 
SERVICE. industrial Commercial 
Colour Files Aerial 

Architecture 
975 STRATFORD ROAD, BIRMINGHAM, 28 
Telephone No. Springfield 2271 


PHOTOGRAPHIC 
PRINTS 
Any Size—Any Quantity 
Write or Phone 


PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, Londor, W.1 
Tel. Welbeck 0938/9 


A.C.K. WARE 
(PHOTOGRAPHS) LTD. 
Photographers to leading advertisers 
$ and industriahsts, in COLOUR and 
2 BLACK AND WHITE (MET 9836) 


Pomeroy House, Basinghall St, London, 


-MATTACOL 


DISPLAY PRINTS 


From postage stamp to 
poster in single copies 
or Quantities 

ONDON AREA 


ROBERT P. HYMERS LTD 
17 Cliford St... MAY tar 6768-9 
NORTHERN AREA 
R. DIXON, Corson Rd 
Stretford, Manchester 


. 


ADVERTISING NOVELTIES 


Spe to large Goodw ill qiifts 
aaa MANCHESTER 15 of ADVERTISING NOVELTIES 
f business friends and 
ADSETTING STANDS AND DISPLAYS or your busi 
STEREOS . OF QUALIT potential customers 
ELECTROS 

TEM 825 SHENTON SERIES 
ip Offers a large range with per- 
FOR DISPLAYS, EXHIBITION STANDS, sonal service. Write for our 
SIGNS, SULLETIN WADE, Catalogue or ask our repre- 
designed, constructed alled, by sentative to call 

experienced organisat with a gen 

name for high-class een We are actuc! manufacturers 
Consult GALE MELVILLE LIMITED 
COOK'S DISPLAY PRODUCTIONS 67 73 MARLBOROUGH GROVE, OLD KENT 
City 696/-2-3 LIMITED PARK 665234 ROAD, S.E.1. Tel. BER 4187 (2 lines) 


| 190 | 
| 
| 
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Supplies... 


GRANTHAMS of READING 
ADVERTISING 
offer door to door 
deliveries by carefully 
supervised Staff, in Read- 
ing & within 25 miles 
radius, 30/- per thousand 


9 VALPY ST., READING 
TELEPHONES 60295-6 


| SILK SCREEN PRINTING } 


ASSOCIATED 


ARTCRAFTS Ltd. 


PLENDER PLACE, CAMOEN TOWN, W.W.I 
EUSton 14167 


EXHIBITION 
STANDS 


WINDOW 
DISPLAYS 
INTERCHANGEABLE 
METAL LETTER SIGNS 


SILK SCREEN 
PROCESS PRINTING 


IN DAY-GLO COLOUR 


Display Artists 
Silk Screen Printers 


ADVANCE 


PUBLICITY 


LIMITED 


149 WARDOUR STREET 
LONDON, 
GERRARD 8236 


PUBLISHERS 


CHORLEY & LEYLAND 
LANCASHIRE 


Advertise in the Weekly Newpaper chat 
circulates in over 80% of the homes in 
this prosperous locality 


The 
CHORLEY GUARDIAN 


and 
LEYLAND ADVERTISER 

ABC 17,222 June 1950 

GENERAL PRINTERS & PUBLISHERS 

Your Enquiries ore invited 
34 MARKET STREET, CHORLEY 

30/32 FLEET STREET, E.C.4 

CHORLEY 2705 LONDON CEN 2786 


|__BLOCKS & DIES} 


BRASS BLOCKS & DIES 


Brass blocks for Foll blocking on 
card or plastics, Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Stee! dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C! 
GE. 6474 Est. 38 years 


| GENERAL PRINTERS ] | 


your problem 
IS OUR BUSINESS! 


We have the plant, crafis- 
men and enthusiasm for 
high-class trade printing 
Why not talk over your 
print problem with us? 


F.W.WHITE& CO 
Trade Letterpress & Litho Printers 
ALBION HOUSE, NEW NORTH ST 
THEOBALDS RD. WC! MOL 943/ 


SILK SCREEN MATERIALS 


SILK BOLTING CLOTH 
COTTON ORGANDIE 
RAYDON SCREEN 
COLOURS & SCREEN 
PRINTERS’ SUPPLIES 


GEORGE HALL 
(SALES) LTD. 
11! Wellington Rd. South 


Stockport 
Telephone : Stockport 3375 


the name of 
Good 


MODERN ARTS 
SILK SCREEN 
SERVICE 


POSTERS - SHOWCARDS 
| COUNTER DISPLAYS, ETC. 
| 


PHONE : BALHAM 2900 


MODERN ARTS 


| Twevelyan Road, _Teoting, 


DAY-GLO LICENCE 


| COMMERCIAL ARTISTS } 


SPECIALIST SERVICE 


IN PERSPECTIVE DRAWINGS AND 
ILLUSTRATIONS OFFERED To 
STUDIOS, AGENCIES & MANU- 

FACTURERS 

Subjects covered 
INTERIORS & FURNITURE PERIOD 
OR MODERN, STILL LIFE, INDUS 
TRIAL SUBJECTS, DISPLAY ETC 


by experienced § Artict-Designer 


R. L. TUMELTY 
DA. (MIC), LS.LA, 


CO-OPERATIVE 
ART SERVICE LTO 


now at your service at 


6a SMITH ST. 
CHELSEA 


FASHION 
ARTIST 


MARGARET JACKSON 
104 Stainburn Crescent 
Leeds, 7 


ADVERTISER'S WEEKLY 


PUBLICATIONS 
NEWS AND 


‘Machinery Lloyd’ 
Increases Circulation | 


As from the first issue in 1951, 
the crreulation of the Continestal 
of Machinery Lioyd will 
be from 10400 to 
every fortnight 
At the same time, the tithe will 
be changed to the 
Edition of Machinery Lioyd. Ihe 
whole of the imecrease of 2,000 
copies will be allocated to Great 
Britain, so that, while the number 
of copies despatched to the Con 

will remain unaltered at 
the circulation in Great 

tain will be doubled at 4,000 
Advertisement rates will not be 
increased 


mreased 


12.000 


First published 27 years ago 
the Adelphi has been acquired 
by Mr. Ronald Staples, for 
Staples Press Lid. As from the 
current (November) issue it will 
be edited by Dr. B. Ifor Evans 
is a literary journal of the arts 
Sir William Haley, Christo 
Fry, Arnold Haskell, and ¢ 
Bowra are among the notable 
contnbutors t which 
with 96 pages plus covers con 
tains some 17 pages of advertise 
ments, mostly from publishers 


this issue 


The New Statewman and Nation 
carried & page announcement in 
its Novembe 75 issue 
1 26 weeks 
eader's {ric 


present 


offering 

to any 
nds ‘who are not at 
reading the paper, at a 
wmnpared 
of 16s, 3d 


At the Smithficld Show 
Court, next week, Practical Press 
lid will display Agricultural 
Machinery Journal, Modern Meat 
Marketing, and many trade and 


technical books 


special rate of Ss 


with 


as ox 


the usual charge 


Faris 


Public Contract Bridge 
Journal (monthly, 2s. 6d.) has 
ww been taken over by Cambray 

tons Lid Chelt 
Number of pages (8) in. x 54 in.) 
has been increased to 48, and new 


oduced in 


enham 


" s have been intr 

No vember issue 

* 

Banned from circulation in 
Eire by the Irish Censorship of 
Publications Board: Weman and 
Reauty, Womans Own, True 
Cases of Women in Crime, Eye, 
People and Pictures and Night 
and Day. 

* 

House and Garden, now pub 
shed bi-monthly by Condé Nast 
Publications, is to become a 
wothly next February 

As from January 1, 1951, the 
sdvertisement rate for Speedway 
Gazette & Echo wii! be increased 
£2? per sci 

of The Out- 
be a diamond jubilee 


December 9 issue 
fitter wi)! 
number 


NOTES 


10-20 ST. ST., LONDON, 
| 44 SPRING GARDENS, DIDSBURY 
" 
|| -CAS+ | 
C, RAYMENT | : 
Mane) 
ee. 
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THAT John Rodgers, (J. 
Walter Thompson Co.), has in- 
troduced a private Bill-—-Security 
of Employment (Service Con 
tracts)—into the House 
* 


THAT the Belfast Electric News 
paper, which is being sponsored 
by Robert S. Swanton advertising 
and sales promotion, will be 
switched on officially by the Lord 
Mayor of’ Belfast to-morrow 
(Friday) afternoon, 
* 

George E. Rush, assistant 
circulation manager (export) of 


B.B.C. Pub- 
lications, is 
back ina 


after a 
20,000 - mile 
survey in 21 
different 
Ount Tries, 
visiting dis 
tributors and 
agents He 
concentrated 
mainly on 
Londan 
Calling, The 
Listener, and 
Arabic Listener 


George E. Rush 


which has 


recently changed to monthly 
publication 

* * * 
THAT Paul Wright, director of 


Public Relations for the Festival 
of Britain, will address the 
lunch-time meeting of the Insti- 
tute of Public Relations next 
Thursday. 

* * 
THAT Miss Kay Murphy, gen 
eral manager, Linguaphone Insti- 
tute Ltd, just back from the 
annual convention of the Ameri- 
can Direct Mail Association, . is 
to address a luncheon meeting of 
the British Direct Mail Adver- 
tising Association at the Waldorf 
Hotel, to-day (Thursday) 


IHAL J. W. Jackson, managing 
director, Jackson Wain & Co 
Pty, Lid., the Australian advertis 
ing agency, will visit this country 
next month 


(HAT Ernest Hayes, secretary, 
the Press Advertisement Man- 
agers Associaton, has been 
appointed to Bethnal Green 
Youth Committee 
* 


J. K. Clayton, managing 
director of the Manchester adver 
tising agency, who recently re 


homes 


170.000 ,.larger family” 
170,000 larger tamily” budgets 
170.000 readers 
Wo 
ot 


Catholic Holland's leading daily 


de Volkskrant 


(The People's Journal) 


Voorburge 445, 


Amsterdam-C 


Tel. 40 42793 

Cables: Volkskra terdam 
| Ao independent p survey can he | 
} obtained tree on trom 

Will Kitchen, Jr Screet, London, 


BEC 4 


Teleph 


1 AL 1960, 4135, 3754 | 


Two-colour double crown posters captioned in Dutch were sent by 


the “Daily Graphic” 


to Holland to advertise that paper's picture 


coverage of the visit of Queen Juliana and Prince Bernhard to London. 
Here is a scene at a news stand in The Hague 


signed as secretary of the Man 
chester branch of the Gilbert and 
Sullivan Society after 15 years 
service, has been presented with a 
silver salver engraved with 
characters from the operas 

* * 


Harold E. Roots, forme: 
member of the Publicity Club of 
London, now with Goldberg Ad 
vertising, Sydney, recently judged 


a Rover Scouts public speaking 
competition, and “found Ray 
mond Rayner’s methods most 
helpful.” 

* 


THAT town councils of Rothe 
say, Dunoon, Gourock and Mill 
port have agreed in principle io 
a scheme of regional advertising 
to attract tourists to the Clyde 
area. And 
THAT it has been suggested that 
a farthing per £1 in the rates 
should be allotted to advertising 
* * 


THAT last season Teignmouth’s 
£300 advertising campaign led to 
4,095 inquiries 

THAT a cheque for £55,293 
raised for the Cresswel! Colliery 
Disaster Fund organised by the 
Sheffield Star and Sheffield Tel 
graph, was handed over at a cere 
mony at Cresswell last week 

* * 
THAT Gordon Stevenson, man 
aging director of Stevenson's Ad 
vertising Service Ltd., Australia, 
is On a visit to this Country and 


will be at the Hotel Constance 
W.2. until December 5 
THAT Unit News, house maga 
zine of the Unit Construction 
Company. is to be edited by 
Gavin Starey and produced by 
Industrial Liaison Ltd. of which 
he is managing directo 
> 
THAT the fifth of the nation 
wide ballots organised Sport 


ing Record to elect the Sportsman 
of the Year, opens to-morrow 
THAT the final of the national 
competition to find Britain's 
Sports Queen, sponsored Dy 
Sporting Record, takes place at 
the Commodore Theatre 
mersmith to-night (Thursday) 
* * 
THAT 


three A. C Nielsen 
executives, Tan M 


A 


Rae, and J. B. Staniland, have 

been giving talks on market re 

search and the National Health 

Service to groups of pharmacists 
* 


THAT Robert S. Taplinger and 
Associates, the American affiliates 
of F. J. Lyons Ltd., have been 
appointed to act for R. H. Macy 
& Co. Inc. the American chain 
store 


ADVERTISING 
DIARY 


Friday, December 1. 
ADFORD PUBLICITY ASSOCTATION 
dinner and dance 


Moeday, December 4. 
Cive or Lonpon 
mectinag David Gammans. 
What Next?” Waldorf Hotel 


6 pm 
Tuesday, December 5. 

INSTITUTE OF INCORPORATED Prac 
TITIONERS IN ADVERTISING, dscuS 
son group meeting The Func 
ven of the Instuute” 44, Belgrave 
Square, 630 pm 


W canesday, December 6. 
INCORPORATED Sales 
ASSOCIATION ondon branch 


luncheon, Sir Wavell Wakefield on 
broadcasting in the 
British Commonwealth Connaught 
ooms, 12.45 p.m 
Parss GOLFING 
Press Club 
Thurvday, December 7 
InstiruTe OF Punitc RELATIONS 
Wright on “Public 
Britain—the Festival 
{ Britain Planning Centre 
Garden 
Saurs 


Socurry dinner 


MANAGERS 


and Marketing 


n “Sales 
Roval Hotel, Bristol, 7.15 pm 
December 


Premicre.” Welbeck 
Hote 730 pm 

Liverrom. ASSOCTA 
Thon luncheon Laurence P. Scott 
(chairman, Manchester Guardian) 
Imperial Press Conference 


BersTou AND Pustrcrry 
C.ius film show. “A Newfoundland 
Enterprise Grand Hotel. Bristol 


m 
Tuesday, December 12. 
ADVERTISING 
“Outdoor 
Advertising And the New Act.” 

Pustrcrry Cius oF Norrmcnam 
Mackenzie Vie 


ADVErTISING CLUB OF OXFORD 
Jianer and Christmas party 
Agricola Restauram. 6.30 pm 
. December 14. 
Beexs & Bocks Pomscrry 
Speaker Graham 
Martin- Turner Crown Hote! 
Slough 

Baaprosp Pusiicrry Association 
I J. Pryver on “ we make 
enough of Christmas?” 

luncheon. J. R. Gilenton on “Ce- 
ment.” Powolny’s Restsurant 


192 November 30, 1950 
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CURRENT ADVERTISING 


Summit Enter Ball-Point Market: 
Godfrey Phillips Launch New Pipe 
Tobacco: Atlas To Erwin, Wasey 


Summit Pens have introduced 
a ball-point pen, the Scribbler 
Advertising is at present confined 
to the trade Press. S. C. Peacock 
Léd., Liverpool, the agents, state 
that response from the introduc- 
tory campaign has taxed the pro- 
duction capacity of the company 
to the full. Christmas advertis- 
ing for Summit nib pens is 
appearing this year in national 
dailies and Sundays, and selected 
magazines, using both colour and 
monochrome 


ACCOUNTS MOVING 


To Erwin, Wasey & Co. Ltd.: 
Charles Atlas, from January 1. 

To Colman, Prentis & Varley 
Ltd.: Hamiey Bros. Ltd., toys. 

To Gee Advertising Ltd., 
Leicester: F. Bamford & Co. Ltd., 
from January 1! 

To 8S. C. Peacock Ltd., Liver- 
pool: Vantex Ltd. Mail order 


20 Questions For 
Craven ‘A’ 
The J. Walter Thompson Co., in 
co-operation with Harry Alan 
Towers, has secured the services 
of Stewart MacPherson and other 
artists, who will record 26 “20 
Questions” programmes These 
are to be broadcast from Radio 
Luxembourg on behalf of Craven 
“A” cigarettes, at 9 p.m. on Sun- 


days for six months from 
December 10 
columns of nationals.—Trumeter 


Ltd., manufacturers of counters 
and meters, from January 1 
Trade Press 

To Sommerville & Milne Ltd., 
Glasgow: A. & J. Macnab Ltd., 


woollen manufacturers, tweeds 
and tartans. Class home and ex- 
port journals.—Interior and 


Structural Cleaners Ltd., manu- 
facturers of a new industrial and 
commercial cleaning process, 
Provincials Brighter Homes 
Stores Ltd., suppliers of paint, 
wallpaper, Scottish and 
North England provincials 

George Boyd Ltd., builders’ mer- 
chants and ironmongers Scot- 
tish provincials and trade Press 

To Willsmore & Tibbenham 
(Norwich) Ltd.: Great Yarmouth 
& Gorleston Publicity from 
January 1.—R. & W. Paul Ltd, 
animal feeding stuffs manufac- 
turers, grain merchants and 
maltsters, from January |! 

To Bayard Publicity 
Manchester: Thomas Bradford & 
Co. Ltd., engineers, ironfounders, 
joinery manufacturers and laun- 
dry machinery specialists. Cam- 
paign is at present in home trade 
journals, but will be extended to 
overseas publications later 


To Rooster Publicity Ltd: 


Alley Trailers Ltd., from January 
1 The Alley system of farm 
haulage wil! be featured in farm- 
ing papers 


NEW ACCOUNTS 


To George Murray (Advertis- 
Ltd.: Simmonds-Low Horti- 

cultural Products Ltd, a new 
company formed to market 
Nutrigen tablets, a chemical to 
prolong the life of cut flowers 
Following trade Press introduc- 
tion to get distribution, advertise- 
ments will appear in women's 
journals. National Press space is 
to be booked later and garden 
ing journals may also be used 

to G. Street & Co. Ltd: 
Barcley Corsets Ltd. Women's 
and medica! journals 

To Gee Advertising Léd., 
Leicester: Bird & Yeomans Ltd 
manufacturers of nylon, silk and 
rayon stockings Colour and 
black-and-white pages in trade 
Press announce a merchandising 
campaign arranged in conjunction 
with Metro - Goldwyn - Mayer 
Pictures of 14 M.G.M. stars are 
to be used, one being enclosed 
with each pair of stockings. Dis- 
play material tying in with this 
promotion is being sent to 
stockists 

fo Mather & Crowther Ltd.: 
British Doughnut Co. Ltd, 
Activities will Cover advertising, 
merchandising and research in 
connection with the company’s 
three main interests—doughnuts, 
doughnut machinery, and Readi- 
cake, a new fully-prepared cake 
mixture 

To S. C, Peacock Ltd., Liver- 
pool: Ashworth & Parker Ltd., 
engineers. Technical Press.—Tech- 
nical Diamonds Ltd. Nationals 

To Taylor Advertising Ltd.: 
John Sadd & Sons Ltd. joinery 
manufacturers, timber importers 
and merchants for building 
materials and timbers Trade 
and technical Press 

To Wilismore & Tibbenham 
(Norwich) Ltd.: Alperson Pro- 
ducts Ltd. manufacturers of 
Streamlite caravans. Provincials 
and farming Press.—Diss Foun- 
dry Ltd., agricultural engineers 
Provincials and farming Press 

fo Rathbone Publicity 
William & A. M. Robb Ltd 
button merchants.—North Cork 
Co-operative Creameries 
manufacturers of Eirelith case 
in sheets 


NEW CAMPAIGNS 


For Gold Cut, a new pi 
tobacco being introduced y 
Godfrey Phillips Ltd, in 


nationals and general interest 
magazines Agents' London 
Exchange Ltd 


For Clarington Forge products 
(Bulldog garden spade and dread- 
nought fork) of English Tools 
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The volume of 
national advertising 
carried by the 


Evening News 


PORTSMOUTH 
and the 


Hampshire Telegraph 
& Post 


is a tribute to the 
sound judgment of 
the advertising agents 
using their columns 


CIRCULATING IN HAMPSHIRE, ISLE OF WIGHT, 
AND WEST SUSSEX 


LONDON OFFICE: 85 FLEET ST., E.C.4. Telephone CENtral 2845 


Members of the Audit Bureew of Circulotions since 1932 


SHE'S LOOKING 
AT YOU 
THROUGH THE | 


ILLUSTRATED 
LEICESTER 
CHRONICLE 


If you want to sell to 
women in the Leicester 
area, use the “Tiustrated 
Leicester Chronicle.” Its 
a paper that women study 
the whole way through, 
what is more, so does 
every other member of 
the family 


ALBION STREET, LEICESTER 


London Office 
44 FLEET STREET 
LONDON: E.CA4 
Telephone: CENtral 6820 


ADVERTISER'S WEEKLY 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities Full details from 


CRANE-DEBENHAM LTD, 


69, FLEET STREET, LONDON. E-C-4 
Central 281i 


“Quality 


Display 


LONDON TEL: TRA. 4277 


The World's Greatest 


Bookshop 
Stock of three 


million volumes 


New and secondhand Books 


on every u aw 


119-125 Charing Cross Road, W.C.2 


Gerrard 


3 ats = 


Phone : 


87/93 LAMBS CONDUIT ST., W.C.1 


Directors 
George Miall, Arthur Lambert, Percy Millward 


Hol. 8641/2 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LINITSD 

72a Plough Rd., Battersea, S.W.!! 
Tel. Nos. Bottersec 5300 & 4886 


TREBLE CHANCE ! 


tisers 
car space 
av { The 
Dogs B aur 1 
195 popu 
la overs 
wi n 
ste 
Put inine 
Def senting 
} whe » adver 
tise 1 The Dogs’ Bulletin 

to pull 


“THE DOGS’ 
BULLETIN 


journal 
to pet owners 
Now published monthly 
Advertising Department 
Newspaper Representations Limited 
231-2 Strand, London, W.C.2 


ingest circulation 


pealing 


don’t book space for 1951 


sotel you are sure that 


THE WATER & SANITARY 


ENGINEER 

THE PLUMBER & JOURNAL 
OF HEATING 

have been fully considered as musts in 


their respective fields. Our established 
policy of space at the right price has 
give yur friends om advertising the oppor- 
tunity vering beg potential markets 
quite economically, and you should have full 
details and rates on your desk. Write or 
phone for specimens and rate cards to the 


Advertisement Manager 

DALE REYNOLDS & CO. LTD. 

2 Finsbury Square, London, £.C.2 
MONarch 1541 


1842 %$0 
FOR LETTERPRESS 


JOHNS, SON 
‘ 


POSTER SITES 
BULLETINS 
HENDON 


BILLPOSTING 
COMPANY 


37. Spring Street, W.2 


PADDINGTON 


FOR QUALITY 
SILK SCREEN PRINTING 


MODERN 
PUBLICITY SERVICE 
39 WEST HILL, WANDSWORTH, $.W.I8 
Phone VANdyke 6667 
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Current Advertising—continued 


Ltd., in trade Press. These pro- 
ducts, which have been available 
in North England for some time. 
are being turned Out in larger 


| quantities and national distribu- 


“It will be some 
months,” says a trade Press ad. 
before the full impact of this 
programme, which will be sup- 
ported by national advertising. 
can be felt.” Agents: C, Vernon 
& Sons Léd., Liverpoo! 


For Fab 


thon is aimed at 


Colgate synthetic 
detergent, in nationals and Radio 
Times.For O-syl antiseptic and 
disinfectant, in Radio Times, 
Woman, Woman's Own, Woman's 
Weekly, Sunday Chronicle, Glas- 
gow Sunday Post and Thompson's 
Weekly News Agents) Masius 
& Fergusson Ltd. 


Oxydol Coupons In 


London Area 


4 coupon offer for Oxydol 
is running in the London area 
Presentation of the coupon, 
which is being delivered by 
hand as was the Tide coupon 
recently, entitles the house- 
wife to three large packets 
of the soap powder for 2s 
Agents: Erwin, Wasey & 
Co. Led. 


For Zubes Pastilles in national 
Sundays, London. evenings, 
general interest magazines, and 
special positions in provincial 
mornings and  evenings.—-For 
Zubes cough mixture, in national 
dailies and provincial mornings 
and evenings. Agents: Mather 
& Crowther Ltd. 

For swimsuits and corsets made 
by famous houses from Lastex 
yarn, inset supplements, full pages 


iml double page spreads, some 
of them in colour, in Woman 
Woman's Own V oguc Good 
Housekeeping, Weldons Ladies 
Journal, Woman's Journal, The 
Queen, and The Lady Agents 
Charles F. Higham Ltd. 

For Chubb locks in national 
dailies and Sundays. London 
evenings, Punch, Tatler. IJlus- 
trated London News, Country 
Life, Ideal Home, Homes and 
Gardens, House and Garaen, and 
trade Press Also specialised 
campaign in banking, account- 
incy, building, insurance and 
legal Press.-For Mann. Cross- 
man & Paulin Brown Ale and 
Cream Label Stout in London 
evenings, and for Barley Wine in 
London suburban’ weeklies 
For Newark watches. in Radio 
Times, national dailies and Sun- 
days, including a  half-page, 
Daily Express. Agents Everetts 
Advertising Ltd. 

For Mayfair Diaries (Inter 


ESSLERS 


LONDON 
DISPLAY STANDS 
SHOWCARDS SHOWCASES 
201/3 CHURCH STREET, N.16 (CU 6247) 


Novemper 1950) 


national Film Diary, International 
ports Diary), in film, sports and 
national Press. Agents: Smee's 


South Wales 
Board, in local papers.—For 
Latham & Co. Ltd., Cakeoma 
wa~ in trade Press. Agents: 
S. C. Peacock Ltd., Liverpool. 
For Picot perfumes, 4-in dic. in 
nationals and 4-pages in women’s 
journals.—For Galloways’ cough 
syrup, in nationals, general in- 
terest Magazines and provincials. 


Electricity 


Agents: George Murray (Adver- 
tising) Ltd. 

For Tenbra underwear 
manufacturers, in national 
dailies, women's magazines and 


local cinemas. Agents: Gee Ad- 
vertising Ltd., Leicester 


EXPORT CAMPAIGNS 


For Guinness Stout 
Export Ltd.), a commercial pro- 
gramme from Singapore radio. 
Agents: 8S. C. Peacock Ltd. 


(Guinness 


Ronson Film In 
1,500 Cinemas 


“Lighter Moments,” the Ron- 
son Products Ltd. Christmas film, 
is being shown between Novem- 
ber 13 and Christmas Eve in 1,500 
cinemas throughout the country 
as a result of arrangements made 
by the producers, Screenspace 
Lid To cope with this excep- 
tvonal distribution, 425 copies of 
the film are being made 

A brochure containing details 
of showings has been produced 
by Mather & Crowther. 


De 
. $2/4 High Holborn, W.C.1. Nomi- 
nal capstal; £75 Subscribers: Black- 


amore and Anne Simmons 

RCL Woodcote 
Park Road. Epsom, Surrey Nomina! 
capital: £500 Directors: D S. Curry 
and Ethel 5S. Curry 

Personal Pres 126 
Bishopsgate. E.C.2 Advertising agents 
Nominal apital £400 ibscribers 
F. Mullally and Cockell 

Austen -Johnwou A Led. 
nal capital: £3,000 Subscribers F 
Austen-Johnson and Mrs. M 
Johnson 

Signs § Ltd. 10%, King 

Edwards Road Birmingham 1 To 
take over busines of sign and tablet 


manufacturer carried on at Ladywood 
Birmingham, by Ernest Norman Graecsser. 


as Artpamal Signs Nominal capita! 
£1,200 Directors E N. Grecsser, 
Marjore Harrison 


mbasada (Club) Lid. To establish a 
lub and enter imto agreements (1) with 
the Ambassadors ot Trade Association 


Lta amd (2) with Glover and 
R J Weeks Subscribers: A. W_ Benton 
ond F C. Glover 


(The above-mentioned particulars of 

new companies recently are 

taken from the Dally Plegister complied 

y dordan and Sens, Lid., Company 

Registration Agents, 116 Chancery Lane, 
London, C.2.) 


WILLS 
Me. Woop 
and managing director < 
17471 gross, £6,885 1% 
Letcesrer Hewrrt 
Northgate. Hunstanton, Norfolk. a direc- 
tor of the Leicester Mercury and the 
Leicester Daily Pos, £555 grow. 


chairman 


mmr, late editor. 
Gazette 63,142 Is Id 
£3,071 14a. lid. met 


Cazette 
pou, 
| 
| 3 
| Est. 1908 
| =| | 
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if 


One of the mats available for use 
in next vear's Sew and Save Week 
campaign 


National Ads. For 
Sewing Week 

National Press advertising will 
for the first time form part of the 
publicity for the third National 
Sewing Week (now called Sew 
and Save Week) being arranged 
by the National Needle Arts 
Bureau, from February 24 
March 3 next year. Agents are 
now Colman, Prentis & Varley 
Lid 

The week opens on a Saturday, 
and on the following Monday 
display advertisements will appear 


in most national papers. A trade 
Press campaign has already 
started 

A drive is now going on to 


build up advertising volume (from 
manufacturers, department stores 
and shops) in suburban and pro- 
vincial papers, and to persuade 
more local papers than last year 
fo run composite pages during 
the week 

As part of a direct mail cam 
paign. elaborate booklets contain 
ing complete information and 
order forms for free mats, all 
within two covers, are being sent 
out early im January. One shot is 
going to the smaller drapers’ 
shops: another is being personal- 
ised und sent to the general man 


agers, advertising or display 
managers, fabrics buyers and 
haberdashery buyers of all de 


partment stores 


HOWARD'S PUBLICITY 

Howard's Publicity Litd.. Man- 
chester, are now sole contractors 
for the following bus services 


Potteries—Mainwarings Motor 
Services, Staniers Motor Services, 
Rowbottom Motor Services, 
Beckett Motor Services, Wells 
Motor Services, Preston—Bamber 
Bridge Motor Services; Port 
Talbot (South Wales) Thomas 
Brothers Motor Services, Shrop- 
shire Falopia Motor Services 
Warwickshire Hutfield Motor 
Services 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT 3. per fine, APPOINTMENTS WANTED 
Catioms 


YOUNG MAN required to asia 
cay Manag progressive Engineering 
Fum Age 22 Recem adverts 
ing cuperic may 
Har 


Ww write 
Mand statistical 


Excellent pe ™ 

learn Press, Editorial itions, Print 
Preosentat smd Buying and Statistical 

adverumng. Phone Hol 
wn 3712 write 

Box 9685 Ad Weekly 180 Pleet S 


MANUFACTURERS of Display Stands 
Sigms, Showeards. etc have pene 
or man as to man 
ager Pres ious capervence valuable but 
Sense of ccdour and fair 
for work a 
Box 9867 A Weekly 180 Fleet EC 4 


ENPERIENC IDEAS man re 
grows 


guired im 
nm Birming 
dene 
Graham Br 
Moscicy 

EAST Arex AN STANDARD LID... 
Nau Kenya Colony quires lithe 
munder pay 
sliowances £700 per annum Most 

erating Mann 


a) Machines. Apply giving details 
training afd capernence and with 
of references t© Davis & Soper 
$2 & 54. St. Mary Axe, London 


CTION MAN wanted for Agency 


2 ust be experienced in blowks 
pel the requirements for bliockmakimes 
have good knowledge of dieplay type 
sraphy, conversant with Agency routine 
end. above a a good organiser (par 
wularly Write giving 
ietails of age. experience and salary 
Hox 9870 A Weekls Fleet St BCs 

tablished London 
vacancy for a keen 
Agency cuperience 
and a first-<c ass knowledge of “wks 
and ty pe-sctting ewential Good 
malary and ideal working conditions 
Write fully. stating age, experieme 
ond salary required to 
Box 9842 Ad. Weekly 180 Pidet St BC4 
FIRST CI ans Figure aad General Artist 
require Agency Studs 
Capabic oe first rate artwork 
nm line, tone Ideal working 


Meine 
Box 974 Ad Weekly 180 Picet St BC4 


WANTED YOUNG 
PRODUCTION 


who can handie production detail for 

busy group of accounts, quickly and 

eficien Knowledec blocks 

agemy cxperience and ability to mark 

copy for ctting csential Write 

giving detail of age caupericnce and 
salary required, to 


Bor 
Advertiser's Weekly, 180 Fleet 


LAYOUT 


ARTIST. 


Leading London 


staung 

required to 
180 Fleet BC4 
ASSOCTATION 


“ne man 


eapericnce and salary 
Box 98°) Ad Weekly 
NATIONAL TRADE 


cwential. as traiming 


annus 


elit of ater 
appointment as Editar Write 
fully staung salary required 

Bou 9875 Ad Weekly 180 Fleet EC4 


| 


EXPERIENCED FINISHED LETTER 
ING ARTEST required by Wee to 
Agem Abulity ¢ rk quickly 
produce claw work cverntia 
When replying sate age 
salary requwed and when available 
otcrvice 
Box Ad Weekly 180 Fleet BC 4 

COPY and makeup clerk requucd 
adv criiecme 4 meni publish 
Office in Lond The positon 
prospects for young with 
t en Wan os ace 
Write fully giving details of caupericn 


wc. ct. 
Bow Ad Weekly 
SENIOR COPY WRITE 


Plect St BC 4 


and «ices ma 


key post with present and a futw 

ond at to serve the Managing Dares tor 
{ Yorkst agemy as m <tce 


tide, & mee write 


Ad Fleet St 4 
ADVERTISEMENT 
wanted by well-known trade publisher 
for few journe Excellent 
~ carly promotion for the right man 
Write Mating &perience and salary 
required, t 
Box Ad. Weekly 180 Pieet Sit 4 
YOUNG LAYOUT and Lettering Ar 
with Agency capericnce wanted bb 
techmcal agency London W rite 
full age. experience and salary 
required 
Box Ad Weekly 180 Pleet St 


ADVERTISING MANAGER required by 
‘ 


ADVERTISER'S WEEKLY 


_ DEPUTY 
PUBLIC RELATIONS 
OFFICER 


wanted by « Northern firm conducting 


extensive operations in Constructional 
Foundry Engineering, and 


0.40 
HIGHLY 
JOURNALIST with Public 
experience, or for INDUS 
PUBLIC RELATIONS OFFICER 
ournalstic of ability 
Works 


hermcats Processing Age 


First-class tow 


TRAINEL 


opening 


Relatrons 
TRIAL 


with 


ude production of 


als, editing of technical publics 


~ preparation of press copy. and 
policy and 


available 


explanation of Conspany 


Mouse and car 


Apply writing. giving full particulars 


of education traning, and experience 


together with salary required to 


THE PERSONNEL OFFICE 
Newton Chambers & Co. Ltd. 
Thorncliffe, Sheffield 


Equipment and Systems: Com LANGE op’ Can 
pany First and foremom qualification vou rite ot reads bkhe mane 
must be outstanding flair for realiv pu haht manner 
ing Direct Mail letters and copy far and draper punting 
igh~<law sales literature Also ementia s talk by witty digs at office 
to have cuperk jeas «and aying on he 
determination to ect things dome Send road mar i = 
full details of qualfice caperienc« Jetaiis yourse!l! (hut no 
Box 9879 Ad Weekly 180 Pieet St Weekly 180 Pleet 
LONDON TRANSPORT EXECUTIVE 
Applications are invited for a post of 
in the office of the Publicity Officer 
The work entails the supervision of the whole creativ 
side of the office 
Applicants must have had worthwhile experience in 


and typography, be fam 
practice and 
knowledge of 
The successfu 

ideas on the presentation 
be competent to 
out of publicity 


have an 
the visual 
applicant 


and 


Salar for the 


the selected applicant wi 


For acknowledgment encl 


most branches of advertising 
enthusiasm 
arts 
must 
af 
undertah « 


idvertising 


be expected t 


eme 


details 


salar 


tary superannuation sch 
or indirectly will disqualify 
Applications giving full 
experience and present 
days of the appearance 
Staff Officer (FP FV.153) 


particul 
with 


arly in copywriting 
advertising agency 
for, and a certain 


be able to produce original 


advertising material and 
the planning and carrying 
campaigns of all kinds 


The post requires a creative man who is also an organiser 


range post (800 to £1,000 per annum 
Commencing salary according to age, qualifications and 
ability 
The appointment is subject to a medical examination 
Upon completion of a satisfactory probationary period 


join a contribu 
Canvassing esther directly 
education 
within 
the 


ot age 
y. should be sent 
this advertisement to 


LONDON TRANSPORT EXECUTIVE 
55 Broadway, London, S.W.! 


addressed ervclope 


wg 
j 
and | Display panel 4%. per inch. three Hees. Hee comsiots of overage of 
24 letters, igeorieg space. Box sumber count: as ome tine sed & to be paid for 
| Additionsl fee of 94. charged for ase of Box Office. Series discounts: 2)" 
| insertions, 5), om 13, 10%, om 26, 15%, om 52. AB advertisements for lex than serves 
| tmecrtions MUST BE PREPAID. Address: “Advertiver’s Weekly,” 186 Fleet Stree: 
weak. Leadea, ECA. ‘Phowe: Chancery 6844. by 
| 
‘ dor } APPOINTMENTS VACANT 
| 
' 
Everybody's sewing again | 
| 
| i iP 
| 
| 
a 
| 
| | 
salary with jeal working ns 
Wr nfid 
intelligence and initiative 5 | 
for work on monthly magazine and 
prepare rows (tems the work of 
| subsnitted by other 
| and to write feature articles Wide 
expeficnce of journalwm is not so neces 
> | sary as « flair tor evaluating facts anc ro 
Presenting them casty in good 
English Some knowledge smple 
ayout and magazine production oan 
| advantage 
will be given An acquaintance with 
aaTculture be me m 
| salary scoording to a ny but 
; | Bor lew than £650 per num pls | 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


PRODUCTION MANAGER required by 
small progresve Agemy about Ww 
Applikant must have intimate 


knowledge of layout typography and 
eencta agency procedure ond lwe m 
the mion atea A gical apportunity 


awaits a keen. first-class and emthunastic 
man Write ating «ec capericnce 


69) Ad. Weekly #0 Fleet St BC4 


PAMTORIAL ASSISTANT REQUIRED 
tor technical journal in London Must 
* nave knowledge of the chemical indus 
wy Age mn over 35 Write fully 
giving details pest capericmee and 
when available 
Box 9878 Ad Weekly 180 Fleet St BCs 
PLELICTIY MANAGER required by 


large engineering in the Midlands 
Prim, exhibitions and agency liaison 
State cxperionce and salary 
required 
Rox 9899 Ad. Weekly 180 Fleet St BC 4 
COOD ALL ROUND ARTIST required 
capable of producing work 
Write salary required 
Box 63 Ad. Weekly 180 Fieet St BC4 
ADVERTISING. Mon with live 
ven required to sell advertiing, in im 
portam Trade Crunk “0 per cem cash 
Write fully 
Box 9868 Ad. Weekly 180 Fleet EC4 
ASSISTANT with” jour 
required by Nat 


alistic experience 
advertiser in 


olverhampton vacancy flers 
good prospects for a young man who 
has reporting work enjoys 


writing and whe would be willing to 
try career with commercial firm 
Box Ad Weekly 180 Fleet St BC4 
FIRST A LASS SPACE SALESMAN re 
quired by well-known eroup of publish 
Details of and 
niidence 


Fleet St 


MN 
im strict « 


Ad Weekly 


RETOUCHING ARTIST required tor 
Studio of busy Publistung House Not 
over Must experienced worker 
with koowledge { reproduction and 
used to handling a variety getiera 
subjects and preferably imcluding figure 
Write giving jctails of experience 
qualification and salary required 


to Box 
Street, 
CIRCULATION 
with wn at ed group of 
resources with knowledge of whole 


c/o Street 110. Old 


Box 9904 Ad Weekly 180 Fleet St BC4 
EXPERIENCE, ARTIST required for 
Layout, Lettering and General Com 
mercial Work Write or 
Walley Studios, 70 Brewer Street 
wil Gerrard 3376 
TRCHNICAL ELLUSTRATORS, Artists 


of Draughteamen fully capable of making 


Perspective drawings of ainraft park 
systems, etc in line for reproduction 
Tamiliarnty with engineering drawings 
is casentia Pension Scheme Apply 


in writing to Personnel 7 The 
Fairey Aviation Hayes 
Middicsex 

JUNTOR SECRETARY for Director 
Space Buyer of London Agency. Very 
well educated intelligent girl 18/19 
Shorthand-Typist will be well paid and 
wained for theher post under picasani 


working conditions Give details of 
and commercial experience 
if an 
Box oats Ad. Weekly 180 Pieet St BC4 

estat im hoster of tr 
eraphic t ‘ er London area 
We have many long standing and va 
able C onlacts ape 
noceweary Apply RH A J. Share 
Led, 22). Stockport Road Manchester 
it 

PUBLICITY OFFICER red 


io 


SALESMEN REQUIRED 
of Engiand and Sowth Wale 
The Manchester Office of Howards 
Publicity Lid., requires Space Salesmen 
preferably residing in the above arcas 


to sell ADVERTISING SPACE ON 
BUSES Cioad unin 
penses (iniy men fully 

this type of work need 


“ telephone 1 
HOWARDS PUBLICITY 
DEANSGATI MANCHESTER 
TELEPHONE BLACKFRIARS S45 
MANAG = required for West End Ma 
Order ashion Howse Eaperiene 

necessary n deferred 
Weite in wiftdeme to 
Box 989) Ad. Weekly 180 Fleet St 


196 


— 


*Phone your 


Opportunities in 
SOUTH AFRICA 


A virile, fast-growing {and fully recognised 
Agency with Head Office in Johannesburg re- 
quires immediately to contact two widely-ex- 
perienced advertising men who are thinking that 
there may be a better life for them overseas 
Both jobs detailed below are well-paid and 
have immense prospects for the right men, 


whose passage (by air) will be paid by us. 


CHIEF ACCCOUNT EXECUTIVE 


This position demands a man widely experienced 
in Agency practice and who has, for a number of 
years, successfully contacted and built up national 
accounts for leading agencies. If you are the man 
we are looking for, we need say no more except 
perhaps that likely applicants must te prepared 
to submit undeniable proofs of their claims. This 
is a top-flight job for which only a top-flight man 
will do. 


ALL-ROUND ARTIST 


The man we*want has ideas and imagination 
which he can transiate into slick presentation 
layouts in finished art. Line, wash or scraper will 
come alike to him and he will be able to tackle 
almost any studio job including figure work. He 
will have worked for a leading Studio or Agency 
for a number of years and will be proud to show 
us a representative range of his work. We want 
no “‘stylists"’ or ‘‘specialists''—we want a good 


all-round man who really knows his job 


Applicants for either position will kindly send us 


fullest possible details of their careers and capa- 


bilities, but please do not send specimens until y 


hear from us. Interviews will be arranged in Londor 


early in December with our Managing Director, who 


will be prepared to tell you quite honestly what k 


of life and prospects you can expect in South Africa 


WRITE TO 


Box 9866 
Advertiser's Weekly, 180 Fleet Street, E.C.4 


4 


| 
| 
| 
| 
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INTMENTS VACANT 


TECHNICAL 
nae Lond 
ancy an assitant technical 
oyericr with sound 


A lead- 


crectrial Khe 
estul apphcant must be able write 
clearty and convincingly and be 


alifications experience Write 
Box 9906 Ad Weekly 180 Fleet S& EC 4 


fast STANDARD LTD., 
Naw ‘ 


pay and allowances £700 per annum 


ARTISTS if you are 


COMMERCIAL 
oking for 


aj a palace furnished 

with armchairs and custuons, shortest 
miblc hours for 4 “eal wage 

f you think you're 4& genius and need 


kinds of mducements encourage 
4 to do an honest job of work; 


don't bother » read any further 

We are woking for a good lettering 
nd general artst who is a good team 
worker If you ARE good and want 
to wn an honest penny (ce may de 
three halfpence) in new surroundings 
write 10 (don't phon w call) Mr 


Jacobs, ( G. Cox & Partners, Led. 
Gilbert House Princetown Street 
Ww 


ASSISTANT is re 
ant 


AN EDITORIAL 
quired in the Pi Protection Film 


Una A sound knowl of Agricul 
ture Horuculture is essen preferably 
combined with exper ec in film mak 
ine at kast a ty hink in visual 
terms The post wm permanent with 


good salary and penseon scheme. Write 
R. R.. 61 Curzon Street, W.1 
SHOWCARD PRODUCERS require cx 


perienced Production Assistant to plan 


and Bnstol Office 
Sound ‘card mounting 
and ‘ wih know 


edge of Litho and Letterpress Printing 
4450-4600 p.a. for a man between 25-55 
xcoording to qualifications 
Box 9869 Ad. Weekly 180 Fleet St EC4 


GEE ADVERTISING LTD. 


require a first class Studio 
Visualiser capable of “produc 
ing slick roughs suitable for 
presentation. Will be required 
to work on a wide variety of 
National accounts and 
demanding work of the 
highest Applicants 
should be young and suffici- 
ently ambitious to take full 
sdvantage of 4a 
position which offers advance 
ment. Salary to be arranged .n 
accordance with the merits of 
the successful applicant. Ap 
plications in writing stating 
full details of previous experi- 
ence, age, salary required, ete., 
speci- 
mens of current work in visual 


order 


permanent 


and enclosing average 


form to 


Art Director, 
GEE ADVERTISING LTD. 
Welford Road & Carlton Street, 
Leicester 


AMBITIONS YOU NG OPYWRITER 
wit requitced y 
prominent Publshing Company Posi 


Rem salary. plu 
Send details gc, exper 
Hox 9883 Ad. Weekly 180 Fleet St BC4 
RETOUCHER, Vacancy exists in London 
al Studio tor f 


and salary t richt omen Write 
n confidence, stating age, cxperience 
and sa t 


quired 
Box 9843 Weekly 180 Pleet BC4 


| 
Apply giving details f tramung and 
expetierce and with copies of referen- 
ces to Davis & Soper and 54 
St Mary Axe | 4 EC.3 
| 
| 
| 
if ewentta and t | 
d 
Classifieds to CHA 8844 (Ex 23) 


NovemBer 30, 1950 


APPOINTMENTS VACANT 


NEWLY4AUNCHED de lute publics 


wen requires first class Advertising 
Manager Good prospects Fined 
salary and commiewon during starting 
Apply. with references, to 
Box 901 Ad. Weekly 180 Pleet St BCs 

ASSISTANT PHOTOGRAPHER re- 
quired Commercial Art Studio 
photograph department Please wrric 
experience and salary 
requited to 


Box 9905 Ad. Weekly 180 Pleet St BC4 


APPOINTMENTS WANTED 


GENTLEMAN, age 3°. requires position 
years’ 4 years’ business 
eapericnce at present cmployed 
neon skctch artest 
Box 9902 Ad Weekly 180 Pleet S& BC4 


SPACE BUYER (Maic) fully experienced, 
secks appointment with medium size 


agency 
Box 9854 Ad Weekly 180 Fleet St BCS 


ADVERTISING 
EXECUTIVE 


Sound experience all ad- 
vertising problems seeks 
position in organisation 
where knowledge and 
be fully 
used. Preference for Ad- 
vertising Managership of 
reputable company 
selling in buyers’ market 
or about to launch new 
product. 

Offers of other sales 
promotion and or adver- 


initiative will 


tising situations 
welcomed. 
Last year's salary topped £1000 


Box 9890 
Advertiser's Weekly, 180 Fleet E.C.4 


YOUNG LADY (1). secks Opening as 
traince fashion artist Willing to 
undertake part-ime shorthand typing if 
necessary (Specds 120 
Experienced secretarial wor 
Box 9838 Ad. Weckly 180 leet St 


Believe in Advertising . . 

1 like che excitement of agency iife and 
the sacisfactior, which comes of creating 
good advertisements. | am 22 and with 
two years too agency production ex- 
perience, inter D.A.A., practising know 
ledge of photography. typography and 
art buying | want a job which can use 
these plus plenty of IDEAS! Assistant 
to busy 
post or any other 
would interest me. 


difficult job 
ease write to 


Bex 9889 
Advertiser's Weekly, 180 Fleet E.C.4 


SHORTHAND.TYPISTS. Private Secre 
taries, Clerks, ete. If you are in urgent 
need of waft comact Embassy Burcau 
Ex Ho Whitcom> Street, W.C.2 
CW Hitehall “924) We epecialise in 
cficent personne 

MANAG nd DIRECTOR of large or- 
tive Position excellemt 


man with 
le expenence ang deep knowleder 
of and Publicity Please 


wr 
Box “9887 Ad. Weekly 180 Fleet St BC4 


’Phone 


CLASSIFIED ADVERTISEMENTS 


PHOTOGRAPHER with comp cie Stodio 
and Dark Room cauipment withes ¢ 
Agency of Jesirous © 
fortaing * cxpanding photosgraphk 
acti Expenenced in all branches 
photography as applied to adver 


Bos 9888 Ad Woekly 180 Plect St BC4 


EXPERIENCED GENERAL ARTIST 
reguires Powton Hastings 
area Dinnage, 12 Wish Hill, Upper 
Willinadon, Sussex 

EXPORT ADVERTISING Assistant 
Managcr Export Advertiaine 
Depariment large Company. secks pow 
too wher specialwed know ledgec t 
Foregn Markets dia m required 

Hilingval Widely 
travelled 
Box 9898 Ad Weekly 180 Pleet S& 


ADVERTISING AND DISPLAY arin 


with cacellent koowledge of 

sketching layout and copywriting 

several years experience, requires 

uea in London retail store 

Bos 9849 Ad Weekly 180 Pleet 
FASHION AND LAYOUT ARTIST 

desires agency, studio position London 


experience 
Box 9891 Ad. Weekly 140 Pleet Si BC4 
=D ADVERTISING MAN, 


block layouts, salary £400 


socks nimenm 

Box 9896 Ad Weekly 180 Peet 
TLLUSTRATOR (215) versatile bard 

working. seeks powtion demanding high 

artistic ability 


Box 9892 Ad. Weekly 180 Fleet St BC4 


socks pon on Daily of 
Wee Prem abroad 
Guaranteed regu flow of ideas 


Boa 9897 Ad 


ADVERTISEMENT 


Week y 180 Pleet St BC4 
MANAGER, 


ener 
gctic. cxperienced space with 
firsi<lass agency connections, national 
and technical publication cxperience 


secks change 


Box 9895 Ad Weekly 180 Pleet St BC4 


A GOOD 
COPY WRITER 
WANTS A JOB 


My name is Searby 
was employed for 


Before the war | 
14 years by The 
London Press Exchange, first as copy- 
writer and later as production group 
leader. There were twelve people in 
my group and we serviced some fifty to 
sixty advertisers. | engaged the staff, 
organised the work and suppled a lead 
in the production of ideas and copy. 
Afcer war service as @ Naval Armament 
Supply Officer 
& Co. itd. being appointed 
Creative Director. | gave up this post 
to work on a new project, outside the 
agency field 


| joined W. H. Emmett 
later 


which has proved dis- 
appointing and | am looking for a fresh 
appomntment 


with the pre-war mail-order advertising 


| was closely connected 


of Benson's watches and jewellery, con- 
sidered by many to be the best of its 
kind ever done. | wrote 700 trade paper 
“reader” ads for Brooke Bond & Co 
Led.. which became something of an 
institution in the tea trade. | am a 
thoroughly skilled hand with up-to-date 
knowledge of copy testing, Nielson 
research and sales-promotion methods 
My ideas on salary are Not extravagant 
and enquiries will be welcomed from 
London or the provinces. Write 


GEOFFREY SEARBY 
45, Palace Rd., East Molesey, Surrey 
(Telephone : Molesey 785) 


your Classifieds 


YOUNG MAN porsomality aad 
imtiative “chs 4 Wem 
Advertisement Representative London 
Box 9881 Ad. Weekly 180 Pleer 


FREE LANCE SERVICES 


FASHION AND GENERAL ARTIST. 

Iiustrations, sti! life, layout, cards 
mnated pancis 

Box 985) Ad Weekly 180 Plee St 

COMMERC ARTIST. cxperienced in 

bom an shoe drawing mechan a 

iiustration and le‘tering. secks good 


Prompt service guarantced 
Weekly 180 Pleet St 
COMMERCIAL ARTIST requires proces 
work (ine, tone and colour), lettering 
Pecialist Finehed work from your 


colour rougis 
233 Ad Weekly 180 Fleet S BC4 


Box 


ADV ERTEISING AGENCY offers direc 
torship to small investor acellemt 
portunity for man women with 

ability and experienc: Write in con 
fidenc Glanville, Bryan 
ston wil 

WANTED. clicnts for firs class sik 

screen work on any surface Economical 
Prices! Guaranteed deliveries Phone 


AS MANY COLOURS you lke with 
out the com of Diocks and with a sew 
rich weight of colour Long rum of 
printing by Mechanized Silk 
Screen Process for your showcards and 


salcs-aids Get an alternative quote 
from Decor Advertsing 46 Broadmead 
Bristol, 1 Tel: 26817 and 20460 


SHOW CARDS, CUT-OUTS, 
Book Jackets. Advertising Folder. 
by phowditho oF ie 
(own photo-litho process plant 
CARILLON PRESS LTD. 

Fine Cotour Printers. Bournemouth 
Telephone: Boscombe 36835 
London Office: 79 Davies W.1 
Phone GRO 6777 


| MISCELLANEOUS 
| 
| 


OF INTEREST TO HOUSE PURC 4 
» SITTING NTS. 


TENA 


Maximum ad 


ances *tainable and 
ften far cheaper com than the 
Socrety fepayment 
mortgage may be 
economical Endow 
ment Plan. Write for full particulars « 
us in CONFIDENCE. giving age, occu 
pation, details of property and of exist 
ing low ) SCALES. WHITE & 
ADAMS Life, House Purchase 
Pension Spe 
New lé« doe 
ROYal #420 


| PERSONAL 


ADVERTISER'S WEEKLY 


ACCOMMODATION 


we OR THREE unfurnished rooms as 
offices required Pieet Street area. from 
December quarter day 


Box 861 Ad. Weekly 180 Fleet 
Two ROOMS to let anprosumately 
District Liem 

Suitab for Studia 


Rox WO! Ad Weekly 180 Pleet 


SALES AND WANTS 


ABROGRAPH he 
Motor Sta Excellem condition 
Robinson High Street. Hariesden 
NW 10 

CAMERA roR SALE. 

ab for speedy sdaptations 
Agency Rareein £24 
Predoric W hrtefriars 


Aldridge Lid 
Sirectt, B.C 4 


WANTED MULTELITH 1227 of 129 in 
w 


condition G. Fovte 
Charina Cross Road. 


Teayes (OR 
Staffla Road. £10 


A ROTAPRINT KL for rapid depose! 
Automat feed, ink. damp and 


ADREMA CABINETS and 
requred Cl Led 


delivery 
reasonable 


PRINTERS 


TO PUBLISHERS 


Are you seeking « Printer who has 
recently installed the undermentioned 
modern machinery to produce an 
established monthly, or weekly 
2 Modern Automatic Double Demy 
letterpress machines by Linotype 
Machinery Led Several smaller 
Automatic Cylinders Additional 
yee keyboards and casters 
Double Royal and smaller folding 
machi oes 
Wf this ls we invite your 
Telephone Leytonstone 
composition — 
runs oreferred.) 


G. F. TOMKIN LTD. 
$01/5 Grove Green Rd., Leytonstone 


Masimum 


miles ondon afe able to 
accom add "al machining Up 


Royal sheet Our Owg traneporn collects 
and deiivers in the London area. In 
quines 

fox 987) Ad Weekly 180 Pleet BCs 


S SCREEN PRINTERS 


SILK SCREEN PRINTING 
SHOWCARDS 


GLASS SIGNS 
cise Handwritten Showceres and Signs 


MR. BEE 
please contact 


STUDIO PRODUCTIONS LTD 
at 65 Long Acre, W.C.2 


ACCOMMODATION 


PIRST LASS mmercial art studw re 
quires 2 « room: in Bloomsbury 
area. Prepared share muitable accom 
TO LET. Furnished Office, 2 room 
Strand State business 
Box 9900 Ad. Weekly 180 Pleet St 


PROSPECT 1825 
FOR QUALITY 
BLACK’S 
SILK SCREEN PRINTING 


SHOWCARDS POSTERS 
GLASS BANNERS 
PLASTICS RUBBER 
TRANSFERS ETC 


j. K. BLACK 4 CO. (Printers) LTD 
28 Priests Bdg, Mortiake, S.W.14 


to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


Advertiser's 


THURSDAY, Novemser 30, 1950 


45/- (overseas) 


arbeuising ... oft 


Published the Proprietors, BUSINESS PI PUBLICATIONS. Led, 
november 1950. Printed in England by Staples 


sal fac Chagas wer 

engimes 

their techaical «ah 

pray tes the 


way 


MG 


IKE & G . 


home deckde 
‘ent and’ 
out the fw 
ag of 

Sor end 


STOP PRESS 


A. A. COMMITTEE 
CHAIRMEN 


H. chair- 


Wa. ©. Thielé succeeds Mr. 
as Caairman, tduca- 
Jee. (See Page 163). 


B.E.A. ADS. NOT PAID 
WITH TAXES 


No taxpayers’ money has 
been spems im advertising by 
Geatish iectricity Autnorisy, 
saia Lord Shepherd, in Mouse 
of Loras, Tuesaay. 

S.acement arose in discussion 
folowing quession fiom Lord 
asking whether it was 
desirable Br.A. snould carry 
out exiensive advertising un.ii 
it could meet all current re- 
quirements. Lord Shepnerd said 
epject advertising inform 
Public avout new plant being 
imtroduced, and to ask public te 
cat peak hour consumption. 


C.P.V. RELINQUISH 
DICKINS & JONES 


Colman, Prentis & Variey Lid. 
have relinquished Dickins & 
Jones Lid. account. Dickins & 
Jones are creating advertising 
in own department (with addi- 
tion new staff), and are 
placing through Harrods Lid. 


Press advertising begins earl; 
for “History To-day, 
new 6d. monthiy published 
Bees ‘Financial Times,” of which 

first issue appears January 12 


New edition of “Marketing 
Survey of the United Kingdom,” 
with first post-war income level 
index for 145 largest cities and 
age | will be published Decem- 

r 15. 


Publication of “Wild Life” 

has been suspended “in view of 

resen{ difficult situation”; title 

‘League 

Doings,” published quarterly by 
proprietors of “Wild Life.” 

Last issue of “Fibre, Fabrics 


& Cordage,” published monthly 
a7 R. Carter Publications, of 


ge date “Dally Ex- 
radio and _ television 
Gdaged entll December 


. (Phone: Chancery 8844.) 


D. a copy 
@ REGISTERED a year 
AT G.P.O. AS A Post free fa 
NEWSPAPER 
Kumbie, now chairman of 
T 
~ 
— 
. Will be replaced by “The Tex- 
! at thelr office 100, Fleet Scret, London, 


